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Letters to 


the editor... 


Vend-A-Phone 


The article on Vend-A-Phone on 
page 13 of the September 15 issue of 
Play Meter was of interest to me since 
I am about to buy a number of pay 
phones. 

The complete address of Vend-A- 
Phone was not in the article. I would 
appreciate your assistance in forward- 
ing this letter to their address in 
Houston. I would like all available 
information about their phones, 
including prices in various lots. 

Ernest Vickers 


[Editor’s note: Without your address, 
Mr. Vickers, we were unable to for- 
ward your letter, but here is Vend-A- 
Phone’s complete address: 2211 Nor- 
folk St., Suite 215, Houston, Texas, 
77098. The company’s telephone 
number is (713) 523-1504. ] 


Small-operator 
suggestions 


I am a small operator in a small 
town. I have been reading your maga- 
zine since my wife and I purchased our 
route in 1981, and I have received 
much valuable information from it. I 
have a couple of suggestions, not 
criticisms, that may benefit other 
small operators. 

Concerning the National Play 
Meter Poll: I wish there were some 
way to rank games other than just 
recent games or the ones on your 
ballot. Small operators usually do not 
have to, nor could they afford to, keep 
the most up-to-date videos on their 
routes. 

Don’t get me wrong, I rotate 
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games and put new games in my 
inventory as often as possible, but | 
purchase mostly used games and kits 
that have never been in my area. For 
instance, I recently put out a Joust, a 
Pac-Man Jr., and a Gyruss, none of 
which had been in my service area 
recently. All are doing quite well, yet 
they would not be found on your poll 
because they are not on the ballot. 

Perhaps some provision could be 
made to list our top ten earning games 
and their grosses. Some of them 
would equal or beat some of the 
games currently on your ballot. With 
this in mind, it would be foolish for me 
to buy Commando when the Star 
Wars I just put out is earning very well 
and cost me only $200. This informa- 
tion could be helpful to another small 
operator looking for some additions to 
his route. 

My second suggestion is aimed at 
some of the companies that service 
our industry. I have noticed that 
advertising, especially for used games 


and kits, has dwindled somewhat over 
the past months. Some of these com- 
panies should recognize that small- 
scale operators are not exposed toa 
great deal of news or advertising other 
than through trade publications such 
as Play Meter. 

I am one who would appreciate 
any extra information that could be 
directed toward small operators. 
Thank you for the fine job you are 
trying to do and for listening to a little 
guy. 

Kim Alexander 
Deming Amusement Co. 
Deming, N.M. 


Wants Gauntlet kit 


Concerning a rumor that has been 
passing around operators in my area: 
I’d like to know if you could clear it up. 

You’ve heard that Atari has been 
testing a new game on the West Coast 
called Gauntlet, which has fantastic 
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collection reports. Are they going to 
do it to us again? Rumor has it that this 
game will be released in a dedicated 
game only and not as a kit for one of 
the Atari systems. It reminds me of the 
way Atari handled home games in the 
past, thinking of the fast buck and 
forgetting about the operator. 

In my opinion the only company 
that currently has asystem and seems 
to be thinking of the operator is Nin- 
tendo. Their prices are reasonable, 
the games, such as Duck Hunt and 
Hogan’s Alley, are moneymakers, and 
more kits are being produced regularly 
for release. It also appears they have 
turned their Punch-Out!! game into a 
system with the release of Super 
Punch-Out!! and Arm Wrestling. 

Why couldn’t all manufacturers try 
speeding the recovery of this industry 
like Nintendo? Manufacturers, distrib- 
tors, and operators in the coin-op 
industry should learn to work more as 
a team and less as competitors. After 
all, where would one be without the 
other? 
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Anita Irene Puehl and 
Robert A. Scheller 
Tilt Amusement Co./ 
Tilt Manufacturing 
Mount Kisco, N.Y. 


[Editor’s note: Atari has introduced 
Gauntlet as a dedicated game. 
According to Don Traeger, Atari 
regional sales representative, devel- 
opment of Gauntlet began before the 
company developed its systems. In 
| ; ;% addition, he said, Guantlet’s program- 
| .* 3 | ming, hardware, and four-player cabi- 
\ aaa ig ' net configuration meant that it could 
not be used with a system. Traeger 
said Atari is devoting 75 percent of its 


~ @)\ | aN resources to systems development. 
AND ro ill For more information on Gauntlet, 


= see the New Products department of 
MARDI GRAS this issue of Play Meter.] 
(METAS 


A late update 


Reference September 15, 1985, 
issue, page 17: please update your 
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FEBRUARY 6, 7, 8, 9, 1986 


records—you are two years and 10 
months late. 
Thank you. 
J.B. Gordon 


[Editor’s note: Jerry Gordon, presi- 
dent of distributor operations for 
Rowe, was listed incorrectly with 
Betson, a company for which he 
worked previously. Play Meter regrets 
the error and apologizes to Mr. 
Gordon. | 
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UP FRONT: 


This report pleasing to present 


The annual issue on the state of the industry has been special for us since 
the first one in 1977. Play Meter's founder, the late Ralph Lally, would spend 
weeks compiling the figures, double checking them, and finally releasing them 
to the editors to write the report. After the report was written, he would become 
a recluse as he pondered each word, again double checking the figures. Ralph 
loved the coin-op industry and was never happier than when he was reading 
the survey forms returned by operators. It amazed him how many operators 
took the time to complete the four-page form. 

As the numbers clicked, Ralph would proclaim excitedly that asuspected 
trend indeed was verified by the survey. His ability to decipher the numbers 
was uncanny. In his editorial in last year’s state-of-the-industry issue, Ralph 
said it was the first time he was not happy to present the results. The year had 
devastated the industry. There seemed to be no relief in sight. The prognosis 
was grim. 

Ralph would have been pleased to present this year’s report. Though the 
journey has just begun on the road to recovery, at least the industry is headed 
the right way—up instead of down. 

The pencils and legal pads have been replaced this year by computer, and 
the weeks of labor have been reduced to days, but Ralph’s spirit has been with 
us all the way. Each statistic was checked and double checked, each survey 
was scrutinized for accuracy, and the results were analyzed painstakingly. 

As in past years, the annual report verifies industry trends. This year was 
rewarding because all figures point to a reviving industry, healthier operators, 
and a brighter future. But the numbers do not indicate fully the rejuvenation 
because the survey was sent out in August and doesn't reflect completely the 
upward trend taking place now. 

Nonetheless, the report is encouraging. All signs attest to balance in the 
industry. Operators are finding the right mix of equipment concentrating on 
pinballs, phonographs, novelty pieces, electronic darts, and, of course, video, 
but in perspective. 

A surprising aspect of this year’s report is the comparable averages of all 
kinds of equipment. It’s the first year weekly gross averages of the main 
equipment types have been so close. Videos, pins, phonographs, pool tables, 
and electronic darts all are earning well, and with fewer operators, most are 
increasing their profits. 

We are pleased to present this year’s state-of-the-industry issue and the 
hope and encouragement that goes with it. 


Valerie Cognevich 
Editorial Director 


ICMOA forms political 
action committee 


The Illinois Coin Machine Opera- 
tors Association has organized a politi- 
cal action committee and reports that 
contributions to the fund are coming in 
steadily. 

Committee chairman Kem Thom of 
Western Automatic Music, Chicago, 
said, “Contributions are ahead of our 
forecast and we are pleased that the 
committee has generated so much 
support from ICMOA members. The 
committee will help make it possible 
to open new channels of communica- 
tion with legislators and government 
Officials previously not available to 
ICMOA.” 

Art Seeds, executive director of the 
committee, reported 40 contributions. 
He said, “Individual contributions 
have ranged from $10 to $1,100 and 
were in an excellent position to finalize 
campaign strategy for the 1986 elec- 
tion year.” 

Members of the executive board 
are: Kem Thom, chairman, Western 
Automatic Music, Inc.; Paul Hoffmeis- 
ter, vice chairman, P&M Enterprises, 
Inc.; Dwain Kramzar, treasurer, Kram- 
zar Amusement Company; Edward 
Velasquez, assistant treasurer, Velas- 
quez Automatic Music; and Stan 
Williams, Williams Enterprises, Inc. 

A political action strategy commit- 
tee, appointed at the September 12 
meeting, includes Paul Hoffmeister, 
Kem Thom, and Edward Velesquez. 


Laniel of Montreal gets 
Bally Sente award 


Laniel Automatic Machines of 
Montreal, Canada, has been recog- 
nized for excellent sales performance 
on behalf of Hat Trick, the hockey 
game in video game format designed 
by Bally Sente, Inc. of Sunnyvale, Calif. 

Bernie Powers, Bally Sente director 
of marketing and sales, was on hand 
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in Montreal to present a plaque to 
Jean Coutu, vice president of Laniel. 
“Considering the 20 percent taxes and 
the devalued Canadian dollar— 
factors which represent a 50 percent- 
plus increase in costs over those for a 
US. distributor—Laniel's sales efforts 
were remarkable,” Powers said. “And, 
Laniel was not just a sales leader in 
Canada, but they were close to the top 
among all Sente distributors.” 

Coutu stated: “We are proud of this 
award.” He went on to add that Hat 
Trick continues as a top seller and a 
top earner in locations even after nine 
months of collections. This acceptance 
prompts an optimism on his part that 
there are still many locations that can 


accommodate Hat Trick. 

Powers added that the recognition 
also served as a launching pad for 
Bally Sente’s new Team Hat Trick—the 
four-player version of the hockey 
game. 

“In this adaptation, the game is 
housed in a specially-designed, four- 
player-type cabinet with an overhead 
marquee being the source for the 
background sounds,” he explained. 
“Test marketing indicates that enthu- 
siasm is high fora version which allows 
for greater social interaction.” 

In either the two- or four-player 
version, Powers agrees that sales 
teams like Laniel’s are what insure 
continuing success. e 


Bernie Powers, right, of Bally Sente, presents sales award 
to Jean Coutu of Laniel Automatic Machines. 
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European distributors gathered in London, England, for the Williams distributors 
meeting. Among the nations represented were: 
France, Spain, Germany, Belgium, England, and Italy. 


Williams holds 
distributors meeting 


Williams Electronics held a Euro- 
pean distributors meeting at The 
Claridges Hotel in London, England, in 
early September with Williams’ dis- 
tributors from every major European 
country. 

According to Joe Dillon, vice presi- 
Gent of sales and marketing for 
Williams, the main purpose of the 
meeting was to focus attention on pin- 
ball and in particular Comet as an 
important product in today’s distribu- 
torship and to affirm Williams future 
product plans. 

Dillon stated, “With the dollar 
declining and the tremendous accep- 
tance of pinballs like Space Shuttle, 
Sorcerer, and now Comet, the distrib- 
utor/operator cannot miss this oppor- 
tunity for profit.” 

The meeting included a free 
exchange of product ideas and sug- 
gestions. Distributors endorsed Wil- 
liams continuing product plan to 
concentrate in the mechanical area 
with ongoing in-house video equip- 
ment on new concepts and supported 
their endorsement with record setting 
orders for Comet. 

Individual meetings with distribu- 
tor principals were held over the next 
two days, giving Williams executives a 
clearer picture of European marketing 
needs. 

Among those attending were: 
Marcel Valeta Coma and Enrique 
Olivera Casaucau, Cirsa, Spain; E. 
Dhont and C. Van Brabant, Belgium; D. 
salmon and S. Leivoux, Players 
Special Diffusion, France; H. Rosenz- 
weig, Nova Apparate, Germany; R. 
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Deith, Deith Leisure, England; R. 
Pasleau, V. Bosquin, and V. Bosquin, 
Jr., Seeben, Belgium; and J. Quadri, 
Quabek, Italy. @ 


FAVA announces first 
vending trade show 


The Florida Amusement Vending 
Association (FAVA) has announced 
plans for the first vending-only trade 
show to begin February 7, 1986, at the 
Hilton Inn Florida Center in Orlando, 
Fla. 

Participants in the trade show will 
be within minutes of Florida’s hottest 
attractions, including: Sea World, Wet 
n’ Wild, Walt Disney World, Epcot 
Center, Circus World, Cypress Gar- 
dens, and the Kennedy Space Center. 

Attendees can expect knowledge- 
able seminar speakers and a wide 
array of exhibitors. 

The FAVA Vending Trade Show is a 
first for the association and executive 
director Robert Rhinehart, Jr. has 
high expectations for its impact. The 
design of the convention is to help 
those involved to evaluate, gain per- 
spective, and structure success, then 
power-boost back into business. 

Look for further details in upcom- 
ing issues of Play Meter. e 


Seeburg expands 
distributor coverage 


Bob Breither, director of marketing 
for Seeburg Phonograph Corporation, 
has announced the appointment of 
S.O.S. Distributing, Denver, Colo., as an 
authorized Seeburg distributor for the 


THE 
CALENDAR 


1986 
February 7-9 
Amusement Operators Expo (AOE 
‘'86), Mardi Gras weekend, Sheraton 
New Orleans Hotel, New Orleans, 
LA. Telephone 504/488-7003 for 
information. 


March 4-5 
International Gaming Business Expo- 
sition, Tropicana Hotel and Country 
Club, Las Vegas, Nevada, USA. Con- 
tact Conference Management Cor- 
poration, 17 Washington Street, P.O. 
Box 4990, Norwalk, Connecticut 
06856. Telephone: 203/852-0500. 
Telex 284997. 


March 7-9 
Amusement Showcase International, 
Expocentre, Chicago. Contact 
Glasgow-Erikson Inc., 7237 Lake 
Street, River Forest, Illinois 60305. 
Telephone 312/771-3290. 


March 14-16 
South Caroline Coin Operators Asso- 
ciation annual convention and trade 
show, The Carolina Inn, 937 
Assembly St., Columbia South 
Carolina. Contact Helen G. Sikes, 


803/254-4444. 


International Shows 


December 10-13 
Forainexpo, Le Bourget, Paris. 
Contact Technoexpo, 8 Rue de la 
Michodiere, 75002 Paris. Telephone 
(1) 742 9256 


1966 
January 13-16 
ATE!I, Olympia, London. Contact 
Amusement Trades Exhibitions, 122 
Clapham Common North Side, 
London SW4 9SP. Telephone 01-228 
4107. 


Janaury 23-25 
IMA, Messegelande, Frankfurt, West 
Germany. Contact Heckmann 
GmbH, Messen and Ausstellungen, 
Kapellenstr. 47, D-6200 Wiesbaden, 
West Germany. Telephone 06121/ 
524071. Telex 04186518. 


February 16-20 
Northern Amusement Exhibition, 
Winter Gardens, Blackpool. Contact 
First Leisure Corporation, Winter 
Gardens, Blackpool. Telephone 
0253-293002. 


March 12-13 
Coin Op 86, Burlington Hotel, Dublin, 
Ireland. Contact SDL Exhibitions Ltd., 
18 Main Street, Rathfarnham, Dublin 
14. Telephone 900600. 
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Rocky Mountain region. 

5.0.5., headed by Jim Francis and 
scott Tompkins, is located at 975 E. 58th 
Ave., Unit F, Denver, Colo., 80216. 

The southeast portion of Texas will 
now be covered for Seeburg by Wild 
Distributing, 1005 Taft, Houston, Texas, 
77019. 

Breither stated, “With Game Sales 
of San Antonio, headed by C.W. Hardad- 
wick, serving the southwest portion of 
Texas, and the veteran organization of 
O'Connor Distributing in the north 
portion of Texas, all Texas Seeburg 
operators will have the support and 
service knowledge necessary for a 
factory/distributor relationship.” ® 


Game Plan adds 
new distributors 


Wendell McAdams, president of 
Game Plan, Inc., has promised more 
visibility for the company and 
appointed seven new factory autho- 
rized distributors to achieve that goal. 
McAdams considers the company’s 
hew pin game, Andromeda, one that 
will set the stage fora new generation 
of pinball machines. 

“Our experienced team can only 
produce positive future results for 
Game Plan,” McAdams said of Hugh 
Gorman, vice president of marketing; 
Paul Calamari, director of sales; and 
Ed Cebula, engineer. McAdams and 
his team of executives represents 150 
years of combined coin-op experi- 


ence. 

He stated, “We will surprise lots of 
people with impressive new products 
and programs. Priorities are estab- 
lished and the industry will welcome 
our innovative and aggressive thrust. 
We have many new projects in motion 
with ambitious objectives to accom- 
plish.”’ 

The seven new distributors named 
to represent Game Plan products are: 
Atlas Distributing Company, 2122 N. 
Western Ave., Chicago, Ill.; Brady Dis- 
tributing Company, 3908 Volunteer 
Dr., Chattanooga. Tenn.;C.A. Robinson 
Company, Los Angeles, Calif.; Galaxy 
Distributing, 4210 South Peoria, Tulsa, 
Okla.; General Leisure Company, 
10055 S.E. Stark, Portland, Ore:: 
Godwin Distributing Company, 2024 
W. 38th St., North Little Rock, Ark:: 
Mountain Coin, a multi-branch dis- 
tribution network in Ariz., Colo., lowa, 
N.M., and Utah; Southern Music Com- 
pany, 503 W. Central Blvd., Orlando, 
Fla.; and State Music Company, 3100 
Main St., Dallas, Texas. 


Game Plan considers all the new 
distributors professionally directed, 
with the ability to aggressively market 
Game Plan's products to the operator 
and provide the field support required 
for a successful factory/distributor 
relationship. 


For further information regarding 
Andromeda or the new distributors, 
contact Game Plan, Inc. 1515 W. 
Fullerton Ave., Addison, I1l., 60101, or 
call (312) 628-8200. * 


Executives of Game Plan admire their newest pin game, Andromeda. Left to right 
are: Ed Cebula, Wendell McAdams, Hugh Gorman, and Paul Calamari 
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Al Kress, left president of Coin Machine Distributors, talks with Ron Getlan, center, 
Weyman Entertainment and Murray Panitz, right, Just Fun, 
both New York operators at the new products show. 


Coin Machine 
Distributors hosts show 


Coin Machine Distributors, Inc., 
held its annual new products show in 
early October at its headquarters in 
Elmsford, N.Y. Approximately 160 
operators attended the show, viewing 
new products from Rowe, Nintendo, 
sega, and other manufacturers. 

The all-day show coincides with 
the introduction of the new Rowe AMI 
jukebox and showcases other new 
products. 

Representatives from a number of 
manufacturers were in attendance, 
including Rowe International, Nin- 
tendo, United Billiards, Merit Indus- 
tries, Magic Electronics, Atari, and 
others. ® 


Sacramento operator 
sponsors fund raiser 


C&L Music and Games of Sacra- 
mento, Calif. joined with Kiddie 
Kampus nursery school to sponsor a 
fund raising activity for the American 
Red Cross African famine relief cam- 
pain this summer. 

Cindy and Larry Powell of C&L 
worked with Marta Suarez of the 
nursery school to increase children’s 
awareness of needy children in Africa. 
The Powell's son Ryan attends Kiddie 
Kampus. 

The Powells loaned the school a 
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Pac-Man video game and children 
brought 25 cents each day to play the 
game during a designated time, w:th 
all proceeds going to the famine relief 
campaign. Parents and teachers were 
responsive to the program. 

The Powells are encouraging other 
operators to set up similar programs in 
their children’s schools and welcome 
any questions. Anyone interested may 
contact tham at (916) 925-1658. e 


Dynamo sponsors 
world championship 


Over 500 table soccer players from 
the U.S., Canada, and Europe met in 
Dallas for the 1985 Dynamo $40,000 
World Championship of Table Soccer 
held August 30 through September 2 
at the Hyatt Regency Dallas. 

Dynamo vice president of sales 
and marketing, Mark Struhs, welcomed 
all players and introduced them to 
distributors, including: Jim Frye of 
Brady Distributing, Jim Fernella and 
Rick Rochetti of Bally Midwest, Dave 
Meyers of Betson Enterprises, and Bob 
Donnelly of Bally Northeast. 

seventy new Dynamo soccer tables 
were utilized in the 17 categories of 
play for professionals and novices. 

The biggest event was the open 
doubles category which offered 
$5,000 for first place and drew 101 
teams. The novice doubles category 
listed 103 teams vying for two new 
Dynamo tables as top prize. The inter- 
mediate category, limited pro 
doubles, had a first place prize of 
$2,000 and listed 72 teams competing. 

Never before in the 15-year history 
of the pro hour has one player made it 
to the finals in all three pro division 
events: open doubles, open singles, 
and mixed doubles. This year two 
players reached the finals: Tony 
Bacon of Seattle, Washington, and 
Johnny Horton of Tampa, Florida. 


New world champions in table soccer mixed doubles are Johnny Horton and 
Tina Rhoton (center). They competed in the final against 
Tony Bacon and Jodi Wittenberg. 
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Horton won the title in open 
doubles with partner Mike Green, also 
of Tampa. Horton and his partner Tina 
Rhoton of Denver, Colorado, captured 
the mixed doubles championship. In 
the open singles category, Bacon won 
the match. 

A new world’s record of speed was 
set by Dave Gummeson of Minneapo- 
lis, Minnesota, when he blasted his pull 
shot past the dynameter (an elec- 
tronic device designed to record the 
speed of the forward’s shot) at 28.8 
miles per hour or about 500 inches per 
second. The previous record, set in Salt 
Lake City in July was 28.2 miles per 
hour. 

Joe Dechene, a player from Con- 
necticut, designed the dynameter. 

The best forwards and godlies 
were Cindy Head and Tina Rhoton in 
the Women’s Division and Don Chali- 
foux and Tony Bacon in the Men's 
Division. Sportsmanship honors went 
to Kathy Brainard and Bob Maloney. 
Johnny Horton won the 1985 Player of 
the Year award. 

During the championship, the 
United States Table Soccer Association 
(USTSA) directors voted unanimously 
to be the tenth nation to join the Inter- 
national Confederation of Table 
Soccer. Goals of the group include 
standardizaiton of rules and equip- 
ment as well as a push for recognition 
by the International Olympic commit- 
tee. Sidi Airouss, Belgian player and 
director of the International Con- 
federation of Table Soccer, attended 
the tournament as well as two repre- 
sentatives from Luxembourg. As a 
result of meetings during the tourna- 
ment the 1986 Dynamo Tour will 
include two $15,000 European stops, 
one in Belgium and one in Luxem- 
bourg, currently set for next Septem- 
ber. 

The USTSA will sponsor the 1985-86 
International Table Soccer League 
this fall. Details are available from 
USTSA, E. 3227 22nd Ave., Spokane, 
Washington 99223. Telephone 509/ 
534-4580. e 


Henderson opens 
distributorship 


Anyone who bought a seat for the 
roller coaster ride called the coin-op 
games industry knows that all have 
been hit hard. Even the largest dis- 
tributing chains, with substantial cash 
backing, have been unable to keep 
their heads above water. It seems 
strange, then, that one of the most 


experienced distributing people in 
the industry decided to pick 1985 as 
the year to open his own distributing 
company. Strange, that is, until Steve 
Henderson tells you why he recently 
opened Operators Distributing, Inc. in 
his home town of High Point, North 
Carolina. 

In many ways, the beginning of 
1985 was one of the worst times for dis- 
tributors. To Henderson, a ten-year 
industry veteran, it signalled oppor- 
tunity. 

“I asked operators why they 
weren't buying through their local dis- 
tributors and I got some very interest- 
ing answers,” Henderson said. 

Henderson knows plenty of opera- 
tors who will give him answers. He 
started in the industry in route service 
in 1975 for J.H. Matthews of High Point. 
In 1980 he moved to Raleigh to work 
with Palmetto State Distributing. Then, 
in 1983, he left North Carolina to open 
a Shreveport, Louisiana, branch of 
Dallas based Southwest Vending. 
Henderson later took over the Okla- 
homa City branch of Southwest Vend- 
ing and managed most of the com- 
pany's distributor operations from 
there. 

“In order to recover from the losses 
from bad accounts, distributors were 
increasing their prices,” Henderson 
continued. “Operators | talked with 
told me they felt it was necessary to 
find other sources. 

“The point is, they hadn't stopped 
buying equipment. They just weren't 
buying it from the traditional distribu- 
tor network any more.” 

In fact, Henderson discovered, the 
only operators who were making 
money were the ones who were 
buying new equipment. “They were 
buying. They were just doing it very 
carefully,” he explained. “They 
waited for test earnings reports and 
talked to other operators. They bought 
kits, too, to upgrade old inventory. And 
they learned to be as selective about 
kits as they were about dedicated 
games.” 

Armed with that kind of informa- 
tion, and believing that the industry 
was well on its way to emerging from 
its recession, Henderson returned 
home from Oklahoma City in January 
to start up Operators Distributing, Inc. 
By May, his philosophy of offering only 
well tested games at fair prices was 
producing so well he was able to 
move to newer and larger facilities. 

“I figured if I could survive the first 
year, I'd have made it through the tail 
end of the industry depression,” he 
concluded. “I guess it helps that I know 


PLAY METER, November 1, 1985 


so many operators. Most of them are 
more than my customers, they're my 
friends.” @ 


Williams holds service 
schools in four states 


Tom Cahill, customer service man- 
ager of Williams Electronics, Inc., 
recently toured four states, five cities, 
and six distributorships conducting 
service schools on the setup, repair, 
and maintenance of Williams pinball 
machines, especially Comet. Pinball 
operators and distributor personnel 
attended. 

During his tour, Cahill visited Dunis 
Distributing in Portland, Ore., where 22 
people attended the school; 27 
attended at Music Vend in Seattle, 
Wash.; 26 from Calendar Industries in 
Honolulu, Hawaii; and 181 attended 
from C.A. Robinson in Los Angeles, 
Calif. 

In addition, Cahill conducted 
classes for in-house distributor repair 
personnel on the proper use of Wil- 
liams’ new System 9 electronics at 
Betson Pacific and Bally Advance in 
san Francisco, Calif. 

Stressing the importance of proper 
game setup, preventative mainten- 
ance, and repair, Cahill stated, “If you 
want your number one earning 
Comet to continue to earn top dollars, 
you must take the time toclean and set 
the game at the proper angle and 
continue to check that angle at each 
collection.” 

Attendees expressed enthusiasm 
about becoming knowledgeable and 
proficient in the care and upkeep of 


Tom Cahill of Williams Electronics holds circuit bord of the new Comet while 
conducting a service school at Music Vend in Seattle, Washington. 


pinballs, which they see as a large, on- 
going, viable, and profitable part of 
the coin-operated business. e 


Bally Advance holds 
spotlight show 


Bally Advance held a Spotlight 
Show featuring several vending man- 
ufacturers on August 23 at its So. San 
Francisco office. 

Manufacturer representatives from 
Ardac, Automatic Products, Coinco, 
Litton Microwave, RMI, Rock-Ola, and 
Vendo/USI as well as representatives 
from Coca-Cola, and Hills Brothers 
Coffee attended plus 250 customer/ 
operators from all over the state. 

Representatives answered ques- 


Ron Carrara of Bally Advance, far right welcomes attendees of vending Spotlight 


Show. Left to right are Melinda and Dan Opp, Bill Bergh and Susie Montoya, 
all of Central Valley Tom's, Tulare, Calif 
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tions and demonstrated their lines. 
Guests were treated to a variety of 
food products dispensed from ma- 
chines on display which were set on 
free vend. 

Ron Carrara, general manager of 
Bally Advance, greeted those in atten- 
dance along with the entire Bally 
Advance vending sales staff of Richard 
Rice, Ron Shiveley, and Jack Sutton. 
“The show was all we had hoped for 
and more,” stated Ron Carrara. 
“Many orders were finalized that day 
with customers taking advantage of 
our special show day prices.” He 
added that the parts and games sales 
departments also had specials for the 
day. 

sixteen prizes were awarded dur- 
ing the show, including an Ardac MBA 
kit for $l, an Automatic Products 
Control board set for the 6000 and 
7000 series, a Coinco changer, four 
cases of Coca-Cola syrup, fourcases of 
hot cups from Dixie Cups, a Litton 1146 
microwave oven, a Mars changer, a 
$250 gift certificate for parts from 
Vendo/USI twocondiment stands, one 
tool chest, and five knife sets. 

Every month Bally Advance spon- 
sors a Spotlight Show featuring games 
manufacturers such as: Atari, Data 
East, Bally Midway, Bally Sente, Nin- 
tendo, and Sega. This was the first all 
vending show. 8 


General Leisure 
opens Seattle office 


General Leisure Distributing has 
opened their new office at 637 South 
Industrial, Seattle, Wash., 98108, and 
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Jim Tondelli 


Ben Rochetti 


Leo Finn 
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added new staff members as well. 

Leroy Hancuff, former sales man- 
ager of the Porland office, heads the 
new Seattle office, assisted by Bob 
Ayers of the Seattle area. “Iam excited 
about being in this market and am 
anxious to bring the GLC brand of dis- 
tribution to Seattle and the northwest,” 
Hancuff said. 

GLC has also acquired Keith Flem- 
ing, industry parts veteran, as their 
new parts manager. Mike McWilliams, 
GLC general manager, commented, 
“We are pleased to have Fleming in 
our organization and we expect to 
have one of the most complete and 
efficient game parts departments in 
the country.” e 


IDEA promotes one, 
appoints two 


Don DeVale, president of Industrial 
Design Electronic Associates, Inc. 
(IDEA) of Sycamore, Ill., has 
announced the promotion of Jim 
Tondelli to vice president of sales. 
Tondelli was formerly director of sales. 

Ben Rochetti has been named vice 
president of marketing. Rochetti has 
16 years experience in the coin-op 
business, 10 of these in distributing with 
Empire and Bally. He then became 
director of sales for Stern Electronics 
and later vice president of the games 
division for Wico Corporation. 

Leo Finn has been appointed new 
customer service manager. He comes 
to IDEA with five years experience 
with the Bally Corporation. @ 


Intermark selects 
Farmer and Rudowicz 


Charles H. Farmer and Michael R. 
Rudowicz have been selected to man- 
age the new amusement division of 
Intermark Gaming Internaitonal, Inc., 
Scottsdale, Ariz. The announcement 
was made by John Walsh, president of 
Intermark. 

Farmer, appointed president ofthe 
new subsidiary, was formerly presi- 
dent of Bally Distributing Corporation 
from 1981 until September 1984. He 
was responsible for the operation of 
Bally’s 19 distribution offices. From 
1981 to 1983 he served as president of 
Bally’s pinball manufacturing division 
and was responsible for manufac- 
turing video games from Bally’s Mid- 
way division. 

Prior to joining Bally, Farmer was 


founder and president of Central Ohio 
sales, a midwest distributor of coin- 
operated amusement and gaming 
equipment. 

Rudowicz, named vice president of 
marketing for Intermark’s amusement 
division, was formerly vice president 
of sales and marketing for Bally Dis- 
tributing Corporation. From 1979 to 
1983, before joining Bally, he served as 


Charles H. Farmer 


Michael R. Rudowicz 


general manager of Rowe Interna- 
tional, Inc. where he was responsible 
for full operational and _ financial 
accountability of several company- 
owned distributor offices throughout 
the United States. 

His additional experience includes 
a position as regional sales manager 
(southern and central New Jersey) of 
Motorola Communications and Elec- 
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tronics, Inc. 

Intermark Gaming International, 
Inc. designs and manufactures micro- 
processor-controlled gaming devices, 
the first being a “talking” video poker 
machine. The new amusement divi- 
sion will allow Intermark to position 
itself in the expansive market for coin- 
operated, non-gaming devices. 

Walsh also announced that 
Michael Stone, who had been chosen 
marketing director of Intermark, will 
no longer be joining the company. 
Mahlon Barber, executive vice presi- 
dent, has temporarily assumed those 
responsibilities. ® 


Tiffany appoints 
Bennett as supervisor 


Tiffany Telecommunications Com- 
pany has appointed Tom Bennett of 
Washington, D.C., as supervisor of the 
company’s factory representative 
group. Bennett has 15 years experi- 
ence in the coin-operated amusement 
business. 

TTC has offices in Bowman, N_D., 
and Englewood, Colo., and manufac- 
turing facilities in Denver, Colo. Fac- 
tory representatives will now be able 
to fly in and meet with existing and 
future clients whenever possible to 
assist them in training, site locations, 
purchasing, and service in the field.e 


In Memoriam— 
Burnie H. Williams 


Burnie H. Williams, president of 
B&B Vending Company and member 
of the board of directors of Interstate 
United Corporation, passed away on 
October 2. His career in the amuse- 
ment business spanned 37 years. 

Williams entered the coin-op 
amusement business following World 
War II and began B&B Vending Com- 
pany in El Paso, Texas, on August 15, 
1948, along with his brother Raymond 
and friend Gil Seelmeyer. 

Then Williams and his brother 
started an amusement route in Dallas, 


Burnie H. Williams 


Texas, and later bought out George 
Green in Midland/Odessa, Texas, and 
two more operators in Amarillo, Texas. 
He later opened companies in 
Topeka, Kan., then Oklahoma City, 
Okla., and Wichita, Kan. Both the Okla- 
homa City and Wichita offices were 
later sold. 

In July 1969 Williams sold B&B 
Vending Company to Interstate 
United Corporation. He became presi- 
dent of B&B and joined the board of 
directors of Interstate United. 

“He was a super man and really 
knew the coin-machine industry,” said 
Gil Seelmeyer, now general manager 
of B&B Vending Company, El Paso. 

Williams is survived by his wife, 
Jewyl; daughter, Kay Purse; and two 
grandchildren, Heather and Brian; 
brothers Raymond and Dudley Wil- 
liams; and sisters Ceil W. Moore and 
Alma W. Watkins. 

He will be sadly missed by family, 
friends, and co-workers who knew him 
during his long and successful busi- 
ness career. e 


Bally Sente system 
launched in Europe 


Bally Continental recently con- 


ducted a seminar in London, England, 
to launch the European Bally Sente 
system. 

Bally Sente chairman, Nolan Bush- 
nell, addressed the seminar attendees 
on the subject of creativity as a basis of 
business success. Other Bally Sente 
executives at the seminar were: Einar 
Askvig, director of European market- 
ing and development for Bally Manu- 
facturing Corporation; Bob Lundquist, 
Bally Sente president; David Adams, 
managing director of Bally Continen- 
tal Ltd., United Kingdom; and Larry 
Brody, Bally main board director. 

Askvig said that Trivial Pursuit, now 
available in the United Kingdom, 
would be just the start of Sente games 
for use with the SAC 1 System, to be 
built under license in Italy by Play- 
tronic. Spares and service would be 
coordinated and organized by Bally 
Continental in London. 

He advised that negotiations have 
been underway for distributors in 
each European country and two com- 
panies in the United Kingdom. Bally 
has been in England since 1964. 

Askvig said, “We will be present 
with the Bally Sente program at all 
major trade shows in Europe.” 

In addressing the European mar- 
ket during this seminar, Lundquist 
said, “Bally Sente has the exclusive 
license in the U.S. to produce Trivial 
Pursuit. People who have never 
played a video game before are 
dropping a quarter into this game 
because they recognize the logo from 
playing the game at home. Bally now 
has the exclusive license rights in the 
United Kingdom and all the questions 
are specifically written for the United 
Kingdom market.” 

Lundquist concluded his presenta- 
tion by saying, “We make this guaran- 
tee..that we will support the Sente 
system with a minimum of four new 
games per year, having already 
brought out six games this year. Bally 
Sente is in the business of selling Sente 
systems, we're not in the dedicated 
business. During the year we are 
going to be developing games spe- 
cifically for the European market, 
which represents some new thinking 
fora US. company.” ® 
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Ladd Little of L.C. Vending Co. 


Thomas Dixon of Dwyer Vending Co. 


James Pickard 
of Smokey Mountain Vending. 
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Mars Electronics displays its coin and currency equipment and other products as 
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one of more than 230 exhibitors at the October 24-27 NAMA show. 


Vending show 
breeds optimism 


Lee vending-industry profit mar- 
gins and sagging coffee and cigarette 
markets kept neither suppliers nor 
vendors from the 1985 National Con- 
vention-Exhibit of Vending and Food- 
service Management at Chicago’s 
McCormick Place October 24-27. 

Organized by the National Auto- 
matic Merchandising Association 
(NAMA), the convention attracted 
more than 230 exhibitors and reported 
attendance of about 6,000. 

According to Jack Rielley, NAMA 
director of sales, the number of exhib- 
itors at the show (49 of them there for 
the first time) set arecord. The exhibi- 
tion occupied nearly 60,000 square 
feet, almost 5,000 square feet more 
than in 1984. 

Among the exhibits were credit- 
and debit-card services that can be 
used instead of coins or dollar bills, 


numerous vending machines that 
accept dollar bills and give change, 
and reverse venders that return cash 
for empty beverage cans. There were 
five pay-phone exhibits, and 10 com- 
panies offered computer services. 
Other new products included a 
machine that makes 360 sandwiches 
an hour and venders of french fries 
and water. 

A NAMA report issued at the con- 
vention showed vending sales in 1984 
totaled more than $16.4 billion, about 
$1.6 billion more than in 1983. But 
while vending-industry profit margins 
were up to 1.8 percent in 1984 from 1.5 
percent in 1983, they still were far 
short of the 2.8 percent average of 
1982. In addition, the report indicated 
a steady decline in the number of 
coffee and cigarette machines on 
location. 


NAMA officers elected 


James A Rost, president and chief executive officer of 
Interstate United Corporation of Chicago was elected chairman of 
NAMA’s board of directors at the convention, succeeding John M. 
Darden, III, president of Sands & Co. of Marietta, Ga. Rost will 


assume office January 1. 


Other new NAMA officers elected at the convention were 
Jay B. Moyer (president, Moyer Diebel Corporation, Amherst, 


N.Y.), senior vice president; 


William K. Walsh (president, 


Continental Vending, Inc., Orange, Calif.), vice chairman; and 
John R. Farquharson (president, ARASERVE, a division of ARA 
Services, Inc., Philadelphia), treasurer. 
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Scott Feit, Philip Morris manager 
of wholesale tobacco distributors and 
vending accounts, attributed the slide 
in cigarette-vending sales to the price 
and selection limitations of most 
machines and the proliferation of con- 
venience stores. 

“Without a unit like the Maxi 
Credit Vender, the vendor can’t vend 
beyond $1.40 a pack, and that’s a 
serious problem,” Feit said. “But in 
addition to that, convenience stores 
have really hurt the vending machine a 
lot, being open 24 hours and the fact 
that they've grown by leaps and 
bounds. They can satisfy many more 
smokers because they have more 
than 22 columns, they have more than 
37 different kinds of product to put in 
the machine.” 

Pricing is a problem plaguing the 
coffee market as well. Ladd Little of 
L.C. Vending Co. of San Antonio, a 
full-line vendor which also provides 
office coffee services, said, “We’re still 
selling a 25-cent cup of coffee, and 
that’s obscene. But that’s what the 
market is.” 

Despite some less-than-encour- 
aging trends, Little and other vendors 
at the show seemed optimistic. 

“There have been so many buy- 
outs lately,” Little said. “A lot of 
national [vending] companies have 
sold out and merged, which is going to 
create a tremendous indebtedness for 
them. So I'd like to think that if they 
get this indebtedness, they’ve got to 
pay it off. And that’s going to turn the 
market around, because the national 
companies set the trends. I think we’re 
at alow ebb and it’s starting back up.” 

James Pickard of Smokey Moun- 
tain Vending of Sevierville, Tenn., 
echoed Little, saying the acquisitions 
will result in “a lot of shake-ups. I think 
the small independent’s going to have 
an opportunity to really move 
forward.” 

An Anderson, Ind., vendor, 
Thomas Dixon of Dwyer Vending 
Co., agreed that “for the industry, 
prospects are excellent” because of 
increased efficiency of equipment, 
greater convenience for consumers, 
and a trend toward smaller manufac- 
turing plants for which vending 
machines take the place of cafeterias. 

But, Dixon added, “for individual 
operators” saying the industry’s future 
is bright “is not necessarily saying 
anything. It’s very competitive, and in 
my area, its the same number of 
operators fighting over a smaller 
market. And that market really isn’t 
increasing. It’s beginning to a little bit 
now again, but it’s not there.” ® 
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Williams enters 
pay-phone market 
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COIN RELEASE 


Williams Electronics in February 
will begin full production of the Wil- 
liams 5000 pay phone introduced 
October 24 at the National Automatic 
Merchandising Association(NAMA) 
trade show in Chicago. 

Williams enters the pay-phone 
market through a newly formed sub- 
sidiary, Witelco (Williams Telephone 
Co., Inc.), and will manufacture the 
phones at its 85,000-square-foot man- 
ufacturing plant in Gurnee, Ill., where 
the company previously manufactured 
video games. 

John Huddleston, Wiltelco sales 
manager, said, “Our most often 
received response from operators is 
that they had been reluctant to get 
into pay phones, but now that a large 
company like Williams is getting into 
the business, they will consider getting 
involved. Many pay-phone companies 
are small, and operators are not sure 
they will be around a year from now. 
And many phones have not done what 
they claimed they could do.” 

Payline Communications Systems, 
Ltd., of Itasca, Ill., is national distribu- 
tor of the phone. “Payline was looking 
for a pay phone and Williams was 
looking for a distributor that was spe- 
cifically attuned to the pay-phone 
marketplace,” Huddleston said. “As a 
result, we have named them our 
national distributor, and other Wil- 
liams distributors will be participating 
as well.” 

Richard Doty, Payline’s chief exe- 
cutive officer, described the phone as 


“a pre-pay, fully capable instrument. It 
operates just like a Bell phone. 

“Williams has gone all the way with 
engineering,” Doty said. “They waited 
until they could see what was avail- 
able. They’ve done all their homework 
on the engineering and have the key, 
which is the answering detection. This 
has been a big problem up until now.” 
Answering detection ensures that 
money is collected when it should be 
and returned whenever a connection 
is not made. Williams has an exclusive 
licensing agreement with Digital Pro- 
ducts Corp. of Ft. Lauderdale, Fla., 
which developed the phone’s answer- 
supervision circuitry. 

Payline began as an operating 
company, Doty said, but couldn’t find 
a phone that worked. “We tried many 
different kinds of phones. We tried 
push-to-talk phones, we tried every- 
thing that was out there; nothing 
worked. 

“We tried to find a local manufac- 
turer, local meaning in the United 
States. Fortunately, we found one 
here in Illinois, right at our doorstep— 
Williams Electronics—and we started 
negotiating with them several months 
ago.” 

Since vendors learned about the 
Williams phone, Doty said, Payline’s 
five service lines and two WATTS 
lines “have been busy all the time. 
We've gotten a lot of response from 
amusement operators across the 
country. And Williams has 57 or 58 
dealers that are in that business.” 

Doty added that “there are about 
82 manufacturers of pay-phone pro- 
ducts. Of those, 10 of them are signifi- 
cant. Williams is the largest one so far 
to emerge.” 

Among the features of the Williams 
5000 are automatic answer detection, 
digitized speech, visible display, 
multiple-coin acceptability, resaleable 
long distance, remote downloading 
capability, speed dialing, a built-in 
audit totalizer, accounting and self- 
diagnostics, hearing aid capability, 
indoor/outdoor operation, GTE’s 
tamper-proof case, an optional elec- 
tronic coin acceptor, and an anti-theft 
security system. 

The resaleable long distance fea- 
ture enables the phone to be pro- 
grammed to silently route calls 
through any long distance carrier the 
owner selects. 8 
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Video lottery issue 
on back burner 


Throughout most of 1984, the 
video lottery was looked upon by 
industry fellows as another vicious jab 
at a reeling industry. Surfacing during 
the worst post-video-boom depres- 
sion, video-lottery machines were 
designed to attract what little money 
there was that still was going into 
video games to gambling machines 
that pretended to be video games. In 
1985, however, the threat of the video 
lottery subsided. 

The video lottery was perceived as 
a threat to amusement earnings 
because its creators were targeting 
video-game players, players who pre- 
viously had been cool to more tradi- 
tional lottery games, “affluent arcade- 
niks,” as Harper’s characterized them 


By Mike Shaw 


in July 1983. 

“The latest SGI (Scientific Games 
Inc.) research . . . showed that, of 
adults who regularly play coin- 
operated video games in lottery 
states, 63 percent had never bought 
an instant ticket and 91 percent had 
never played the three-digit numbers,” 
the Harper’s article reads. “Some 70 
percent had family incomes over 
$25,000. Better yet, many of them 
were young women, who have hereto- 
fore proven as stubbornly resistant to 
lotteries as they once were to the 
male-dominated video-game rooms— 
until the advent of Pac-Man, the first 
screen hit without overt shoot-’em-up 
phallic aggression. When women 
started hitting the machines, (lottery) 


——-_-— sega, a 
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game purveyors hit the drawing 
boards. Flush with a sense of manifest 
destiny, SGI and other contractors 
were soon scrambling to devise video 
packages; and states were equally 
excited, despite the prospective cost.” 

The consternation over video lot- 
teries was most obvious in states that 
opened themselves up to the initial 
video-lottery forays. In Nebraska and 
Illinois, where the first—and so far the 
only—two video lotteries opened ona 
trial basis, operators conducted deter- 
mined campaigns to close them. In 
1985, the efforts of those operators 
were rewarded. 

The first day of 1985 marked the 
end of the city-sponsored video lot- 
teries of Nebraska. After 18 months of 


Video-lottery players receive playing instructions. 
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operation the games were rolled out of 
the locations, video-lottery propo- 
nents having failed to win the support 
needed from the 49 member Uni- 
cameral, the state’s governing body, 
to keep the games turned on. 


“We were three votes short,” 
moaned Mark Fellman, who’s Video 


Consultants operated Nebraska Bete tite 
video-lottery games. ENGES TOE MOS} 
1 . CONTROL STANDARDS 

Be inaie sen ob wee MeN my f WE BID TE OLO Monte CUSTOM TOKENS SHIPPED IN 10 DAYS 
proponents blamed the Omaha i igeidile fe Ba Ae HOFFMAN & HOFFMAN A 
Herald newspaper and parimutual aera ret iad nectar HA P.O. BOX 896, CARMEL, CA 93921 /- 
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gambling interests for the defeat of the AND HIGHEST QUALITY TOKENS IN THE NATION 800-227-5813 
video lottery in Nebraska. At times, in soe CuECIEDUR PRICES AND EEE IN CA 800-227-5814 
fact, the two were accused of unholy 
allegiance. 

“The publisher of the largest news- 
paper in the state...is also the head of BIG... BETTER... 
Aksarben, Nebraska’s racetrack BETSON HEADQUARTERS FOR CROMPTON 


association,’ complained George 


PUSHERS AND GAME PLAN 
Drews, president of International q POT OF GOLD AMUSEMENT GAMES! 
Games Technology (IGT), which Enterprises 


developed and located video-lottery ““EVERYONE’S THINKING REDEMPTION!” 


terminals for Nebraska. “Racetracks 
and lotteries have been natural 
enemies. The newspaper put on a 
vicious, almost daily editorial cam- 
paign against video lottery during the 


entire experiment, and it had a great THE HIT OF THE 
influence on many members of the 
Nebrecks ibgiclatare” - 1985 SEASON! 


“We received so much bad press,” » - : 5 ‘ci F 
Fellman added, “and there just wasn’t _“ ' The Oniginal Belgium 
enough information available to Crane! 3 Players 
people about what was really happen- ' and 6 Players! 


City is pro-lottery 

What really was happening, 
according to Fellman, was that cities 
sponsoring the lotteries were bene- 


fitting from what he called “this volun- ~~ 
tary tax.” Bellevue City Administrator | ave ey MILLIONS PLAY 


MONEY MAKERS! 


Jeff Renner agreed. _ Son I ats 
“To put the economic successes of aaa. in a " 

the Bellevue lottery in perspective, —— 
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$1.5 million,” Renner told a Public | i / iii 

Gaming convention in late 1984. “In 11 ai : | 
months, the city’s lottery brought in CO. 
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video-lottery terminals, gradually 
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their removal. When the effort to bring 
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would reopen the action. But still the 
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tions,” Fellman told Play Meter, 
“because I’m tired of being wrong. But 
video lotteries will be back in 
Nebraska. I don’t feel terribly optimis- 
tic about this year, but I do feel that 
something good might happen in 
1987.” 


Non-operator operations 

Much of the concern of the coin-op 
amusement industry over the coming 
of video lotteries has been built 
around the question of whether 
amusement operators could have a 
hand in video-lottery games. Some of 
the major players in the video-lottery 
industry claim amusement operators 
can be involved. Si Redd, chairman of 
IGT and known as the “Slot King” in 
both gaming and amusement circles, 
attended a meeting of Ohio operators 
in early 1985 to proclaim his support 
for the involvement of the operating 
community in the kind of video lot- 
teries he would see installed. But 
IGT’s major competitor, Bally’s Scien- 
tific Games Inc. (SGI), which holds the 
lion’s share of the market of supplying 
states with lottery equipment, gave no 
indication that state-run and con- 
trolled video lotteries would ever 
involve amusement operators. 

That was one of the things, 
according to SGI President Dan 
Bower, that was supposed to be 
revealed by a six-month video-lottery 
test in Illinois. There SGI put its neck 
on the line by supplying, free of 
charge, 300 on-line video-lottery 
terminals. The lottery opened August 

1, 1984, but despite the avid support of 


Are you ready for 
New Orleans: 


Let Delta help 
you with your travel plans. In coopera- 
tion with Amusement Operators Expo 
Delta is pleased to offer you a 35% 
discount on Delta day coach fares. Or, 
if applicable, we’ll confirm your 
reservations at an even lower promo- 
tional fare. Either way, we guarantee 
the lowest fare available from your city. 


the Illinois State Lottery Commission 
under Superintendent Michael J. 
Jones, the games never made the 
penetration SGI hoped for. 

After early reports that the games 
were not being played, SGI developed 
new games to try to involve players. 
But still, players interest was spotty at 
best. 

“The games were silly; there was 
no player control,” said Kem Thom of 
the Illinois Coin Machine Operators 
Association. “The people who didn’t 
play the lottery games before video 
didn’t play the video games either. The 
payback was too small. When they 
lost a battle to get the games into the 
airport, it was the last blow.” 

So unafraid of the prospect of a 
video lottery were Illinois operators 
that they dropped plans to lobby 
against the issue even before the test 
period came to its quiet ending. 
According to Thom, “the video lottery 
is a dead issue” in Illinois. SGI’s games 
are gone. So is Superintendent Jones. 
Neither the lottery commission nor 
SGI returns phone calls to talk about 
it. 


Subtle activity in the wings 

Despite the disappointments of 
1984, the effort to inject video termi- 
nals into state lotteries is far from 
dead. 

One of the year’s biggest pieces of 
video-lottery news, in fact, was a move 
by IGT to strengthen its position as a 


- supplier of video-lottery equipment. In 


September IGT agreed to buy what 
will eventually be 48 percent of 


And if Delta doesn’t serve your city, 
we'll still make reservations for you on an airline that does — and at sa best possible fare. 


Syntech International Inc. common 
stock in exchange for $23 million and 
the IGT technology to develop and 
market lottery equipment, including 
video-based machines. 

Video-lottery proponents also are 
encouraged by new approvals for 
state lotteries. More and more states 
are agreeing to raise revenues through 
lotteries, and some are including legis- 
lation that would allow state lottery 
commissions to enact a video lottery if 
they see fit. 

“Across the country, I see a more 
gradual approach to installing video 
lotteries than was taken here in 
Nebraska,” Fellman said. “It will begin 
really with ticket-dispensing video 
machines. Then you'll see some sort 
of instant-payoff game before they’ll 
come to the type of video games used 
in Nebraska. Some states, like Mon- 
tana, are getting around the issue by 
legalizing state controlled (payout) 
video card games as a substitute for 
the video lottery.” 

Amid conflicting news from 
Nebraska and Illinois about the effects 
of video-lottery terminals on amuse- 
ment earnings, operators continue to 
keep watch on their state lottery com- 
missions, ready to oppose efforts 
toward video lotteries. But they are 
more concerned with other industry 
issues, and their watch is kept only 
casually. 


Mike Shaw is director of public rela- 
tions and advertising for Digital Con- 
trols, Inc., of Atlanta, and a regular 
contributor to Play Meter. 
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STATE 
OF THE INDUSTRY 
VITAL STATISTICS 


Gross Collections 


Weekly Gross 
Per Video Game 


Operator Population 
Games on Location 


New Game Purchases... 


INTRODUCTION 


Thanks to the hundreds of 
operators who took the time to fill 
out the survey that made possible 
this report on the state of the coin- 
operated amusement industry 
Play Meter depends on its opera- 
tor-subscribers for information 
needed for the report, and every 
year those operators come 
through. 

The 1985 report covers the 
period from July 1984 through 
August 1985. Surveys were mailed 
to operator-subscribers in August 


Extended Grid of Operator 
Population Chart — 
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1,380 
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$4.5 Billion 


$53 
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260,324 


1,500,741 
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233,150 


with a September 10 deadline for 
their return. We believe those who 
responded to the survey are a 
representative sample of the 
operator population as a whole. 

Respondents were divided into 
three categories: small (operators 
of 75 or fewer machines), medium 
(operators of 76 to 299 machines), 
and large (operators of 300 or 
more machines). 

Each of the categories were 
divided further into street-only 
operators (Street), arcade-only 


Total Small 


60 1,440 


1,200 
120 


3,840 
720 


6,000 


$6.4 Billion 


1983 
$8.9 Billion 


$70 
11,000 
1,876,389 
417,267 
363,752 


$109 
12,000 
1,793,000 
409,181 
640,000 


operators (Arcade ), and operators 
of street and arcade locations 
(Mixed). 

Although great care has been 
taken to make sure the figures 
derived from the survey are accu- 
rate, the survey has a margin of 
error. We stress that it would be 
unfair forany government body or 
tax authority to use these survey 
results for any legislative purpose. 
Use of the survey for any such pur- 
pose would be wrong and mis- 
leading. 


Extended Grid of Operator 
Population by Percent 


Medium Large Total 
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Play Meter’'s 1985 survey of the 
state of the industry strongly indi- 
cates that the post-1982 shake- 
out is over anda healthier industry 
has emerged. 

The survey's most telling num- 
ber is 6,000—the estimated total 
number of amusement operators. 
The number is 3,000 lower than last 
year; a third of all operators in 
business in 1984 did not make it 
through another year. 

While the number of operators 
nosedived, gross revenues re- 
mained constant at $4.5 billion. 
The result is that average gross 
revenues per operator jumped 50 
percent, from $500,000 to $750,000. 

Among other results of the 
decreased number of operators 
are less competition, fewer loca- 
tions, fewer splits of less than 50-50, 
and higher average profits. 

Annual gross revenues peaked 
in 1982, when more than 12,000 
operators generated $8.9 billion 
for an average of about $742,000 
an operator. As revenues began to 
fall, thousands of opportunists 
attracted by the video boom 
began getting out of the coin-op 
industry in a shake-out that appar- 
ently has ended in 1985. 

Further evidence that the post- 
1982 shake-out has run its course 
is that 40 percent of operators are 
operating 75 or fewer machines, 
and only three percent of those 
small operators have been in 
the industry for a year or less. 
In comparison, small operators 
made up nearly two-thirds of 
all operators in 1982, and more 
than 30 percent of those had been 
in business no more than a year. 
Many of 1982's newcomers entered 
the industry with one or two small 
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1985 
EMERGING FROM 


arcades, and they were among 
the first casualties of the shake-out. 

Only five percent of those re- 
sponding to this year’s survey 
reported increased competition, 
compared with 81 percentin 1982. 
And for many operators, less com- 
petition led to greater profits. For 
the first year since 1982, operators 
reporting higher profits than the 
year before (41 percent) outnum- 
bered those reporting lower profits 
(38 percent). In 1982, 45 percent 
reported higher profits, but the 
percentage dropped to 14in 1983 
and 22 in 1984. 

About 20 percent of the opera- 
tors responding to the survey said 
they had bought routes from other 
operators. With fewer competitors 
for locations—and with what they 
said was an average cost of $12 
just to have a machine standing in 
a location—operators are less 
willing than in the past to place 
machines in marginal locations. 

More than 230,000 new 
machines were bought this year 
(60 percent of them from local dis- 
tributors), bringing the number of 
games to 1.5 million in 290,000 
locations. In comparison, more 
than 600,000 new games were 
bought in 1982, and there were 1.7 
million machines in more than 
400,000 locations. 

The average operator this year 
has 250 pieces of equipment in 48 
locations. That’s the most equip- 
ment since 1979, when the aver- 
ages were 261 pieces of equip- 
ment in 97 locations. Pinball 
machines made up about a third 
of the 1979 operator's equipment, 
but video was making up an 
increasing share. This year, video 
accounts for about two-thirds of the 


THE SHAKE-OUT 


average operator's inventory, but, 

like video in 1979, other kinds of 

equipment are gaining strength. 
Perhaps indicative of fewer 


1985 
Subscriber Poll 


Geographic Breakdown 
of Responses 
By Region 


Region 


Geographic Breakdown 
of Responses 
By State 


State 


Michigan 
Washington 


Pennsylania 
All Others 
Total 
NOTE: No responses from Alabama, 
Delaware, Hawaii, Idaho, Kansas, 


New Hampshire, Nevada, South 
Dakota, Vermont, and Wyoming. 


23 


1985 Operator Population Analysis by Size of Operation’ 
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locations, weekly gross averages 
on video, pinball, electronic darts, 
and phonographs all increased 
this year. 

The average weekly gross on 
video games rose to $57 from $53, 
stemming a continual decline 
since weekly averages peaked at 
$140 in 1983. Though small, this 
year’s increase indicates that 
video is on an upswing after 
bottoming out. 

The pinball comeback opera- 
tors began noticing last year was 
in full swing this year as weekly 
averages shot up 27 percent, from 
$41 to $52. 

Phonographs increased to $47 
this year, up almost to the $50 
weekly average of 1983 and well 
above the $40 average of 1984. 

Pool-table weekly averages fell 
slightly to $58, the same average 
as 1983, but pool-table sales 
reportedly are up considerably. 
Last year an estimated 13,000 
tables were sold; this year’s sales 
are estimated at more than 23,000. 

Electronic darts have become 
a phenomenon of sorts with a $57 
average weekly gross, the same 
as video games. And according to 
operator response, more than 
20,000 electronic darts games 
were bought this year. But because 
the popularity of electronic darts 
games and accompanying league 
programs seems to vary region- 
ally, and a high percentage of 
operators responding to the sur- 
vey was from areas where elec- 
tronic darts are flourishing, the 
figures may not indicate a national 
trend. Nevertheless, operators 
involved in electornic darts report 
high earnings. 

Despite increased operator 
profits, 45 percent of the operators 
responding to the survey said they 
have found some alternative 
source of income. Some of those 
sources are dir-serve machines, 
alarm systems, auctions, bar 
equipment, bowling centers, 
counter tops, coffee service, gift 
shops, home repairs, real estate, 
insurance, party rentals, pool sup- 
plies, TV repairs, tanning beds, 
and video-cassette-recorder 
rentals. 

Many operators also are look- 
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ing into the private pay-phone 
industry spawned by deregulation 
of AT&T, but valid statistics on that 
business are not yet available. 
But the single most popular 
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alternative revenue source among 
operators is cigarette vending. 
Twenty-three percent of all 
amusement operators vend ciga- 
rettes. They operate more than 
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70,000 cigarette machines gene- 
rating nearly $440 million in 
annual gross revenues. The aver- 
age operator's route consists of 52 
machines, each of which sells 94 
packs a week at $1.28 a pack. 

In addition to supplementing 
their income, operators have 
reduced their costs by cutting 
back on staff. Operators reported 
an average of 4.8 full-time and 1.8 
part-time employees this year 


30% 40% 


1985 
Average Weekly Gross Collections 
By Type of Machine 
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compared with 5.4 full-time and 
3.2 part-time last year. With the 250 
pieces of equipment, the average 
operator has one employee for 
every 52 pieces of equipment. The 
average operator employs one 
technician for every 108 pieces of 
equipment. With fewer operators 
employing fewer people, full-time 
employment in the operating seg- 
ment of the industry has dropped 
to 28,500. Full-time employment 
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was 70,000 in 1982. 

The severest effect of cut-throat 
competition diminished this year 
as only nine percent of operators 
said they accepted less than a 50- 
50 split with locations. On the other 
hand, 30 percent said they were 
getting more than a 50 percent 
share. Last year 24 percent said 
they got better than 50-50 splits. 

The percentage of operators 
requiring a service charge, front 
money, or ad minimum guarantee 
hasn't changed much for several 
years, although this year it dropped 
from 24 to 20. The percentage 
extending location loans has been 
fixed at 14since 1982. The percen- 
tages of operators using no loca- 
tion contracts (49), contracting 
some of their locations (40), and 
contracting all their locations 
(nine) also have remained un- 
changed for some years. 


Outlook for 1986 

In last year’s state of the indus- 
try issue, Play Meter predicted that 
with the industry caught between 
fallen weekly gross averages and 
the saturation of equipment, some- 
thing would have to give. 

Something did—a third of the 
industry's operators didn't survive 


1985— EMERGING FROM THE SHAKE-OUT 
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the year. 

The shake-out has ended, and 
the number of operators should 
not change dramatically next 
year. Surviving operators at last 
will be relatively unburdened by 
the debt incurred during the boom 
years. They will be eager to buy 
new equipment to update routes 
already owned and those bought 
from former competitors. 

Nintendo has given operators 
a chance to make money on little 
investment and some breathing 
space to prepare for next year. 
Operators who emphasize other 
kinds of equipment should be 
encouraged by this year’s earn- 
ings. Next year, the weekly aver- 
ages of staples such as pinball, 
phonographs, pool tables, and 
even electronic darts should 
increase in proportion to the pro- 
motion time operators invest. 

Novelty equipment may make 
inroads into the industry, as evi- 
denced by the popularity of Pop- 
A-Shot Skee-Ball games. Next year 
more of these pieces should draw 
players back to arcades. 

The video-lottery test in Illinois 
was unsuccessful, and no other 
states are planning to use video- 


lottery machines, but operators 
should watch for another push by 
proponents of the machines. 

More operators will be 
involved in vending and cigarette 
machines than in the past. This 
year’s survey showed that 23 
percent of the amusement opera- 
tors already are operating ciga- 
rette machines, and that figure 
probably will be higher next year. 
Food, drink, and bulk vending 
probably will increase as well. 

Manufacturers have been 
administered a larger dose of 
selectivity in operator buying this 
year. Leading with its VS. System, 
Nintendo has sold nearly 80,000 
units and expects to sell another 
20,000 by year’s end. That says a 
lot about what operators are look- 
ing for. Nevertheless, other manu- 
facturers are vying for business 
with exceptional product that 
should be better next year. 

Communication between 
operators and manufacturers 
seems better than it has been ina 
long time. 

Next year, operators, manufac- 
turers, and distributors will have 
one of the best years since the 
decline of video. e 
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QUESTION: 


What are your comments 
to the industry as a whole? 


COMPETITION WITHIN 
THE INDUSTRY 

“Operators are too divided. 
Association meetings don’t work 
together. Distributors, for most part, 
are out to put operators on the shelf. 
We need games to offset the decrease 
in video take.” 

* * * * * 

“After the expected leveling off 
and elimination of some of the “fly-by- 
night” operators, we should experi- 
ence a mild increase in revenues.” 

* * * * * 

“Things look good. I think we 
operators should stick together more 
and quit trying to cut each others’ 
throats. Then I think the days of 70/30 
splits and $1,600 videos will be a lot 
closer.” 

* * * * * 

“The industry needs manufacturers 
to be 100 percent manufacturers, 
operators to be 100 percent operators, 
and distributors to be 100 percent 
distributors.” 

* * * * * 

“We have to communicate with 
each other and band together to fight 
legislation against our industry at 
local, state and national levels. The 
operators here in Dallas will not even 
support the A.M.O.T., our state 
organization!” 

* * * * * 

“One of our operator’s competitors 
is a farmer, another is a school 
teacher. They do compete and often 
give as much as 75 percent to the 
location. If this spreads to other areas, 
I hardly see how the operator, who 
depends on this business for a living, 
can survive.” 

* * * * * 

“Locations make demands, and if 
you don’t jump, another operator 
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takes your place.” 


CONVERSION KITS 

“The industry is definitely on the 
upswing. Conversions and new games 
produce revenues that would challenge 
those of 1982.” 

* * * * * 

“Kits have been a big help in 
keeping small operators in business. 
Some are junk as usual. New games 
are either too high or junk. Get the 
price of good kits down so there won’t 
be so many pirates.” 

* * * * * 

“Affordable entertainment for the 
masses—that’s us! Let’s keep the 
prices of kits low and the quality high, 
and we can make money in this 
country like everywhere else in the 
world.” 


* * * * * 


“We need more inexpensive kits.” 
* * * * * 

“Kits are part of the answer, but 
only part.” 

* * * * * 

“Manufacturers should put all 
games to conversions at a reasonable 
price, and you will not see any bootleg 
games any more. Manufacturers 
would make up their profits with large 
volume.” 

* * * * * 

“Why hasn’t Williams made kits 
for its many games?” 

* * * * * 

“We desperately need the manu- 
facturers to develop kits like Ninten- 
do’s and offer these kits at a fair price.” 

* * * * * 

“T can see revenues increasing with 
the addition of attractive kits to the 
market. Kits are the only way to go to 
get a proper return on investment.” 
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“Let’s continue to develop system 
conversions with good games. (Thank 
you Nintendo!)” 


* * * * * 


“We need lower-priced kit games.” 
* * * * * 
“Conversions are more practical 
than buying new dedicated games, but 
some, like Commando, are worth it.” 


COMMISSIONS 

“Standard commission splits 
should be at least 60/40 in the 
operator’s favor. Street locations only 
need to furnish extra space and an 
electrical outlet. Their commission is 
all money in their pockets. The added 
business gained more than offsets 
their added electrical cost. Straight 
game arcades in the Minneapolis area 
need to set aside space for ice cream, 
quick food, and beverages or find 
some retail supplement for added 
income. Too many straight game 
arcades have gone under.” 


* * * * * 


“Change the split.” 

* * * * * 

“Eliminate the 50/50 split. This was 
satisfactory when bingo pins were 
permitted, but we cannot continue 
to give the locations 50 percent. They 
will settle for 25 percent if we all stick 
together. Our expenses are too high 
for 50 percent. 

* * * * * 

“Get rid of operators who give 
more than 50 percent commission; a 
lot have full-time jobs and give away 
the games.” 


EQUIPMENT PRICES 
“The manufacturers and distribu- 
tors must contact accounts if the 
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manufacturer makes an error in 
manufacturing. Do not charge for 
parts and service when the manufac- 
turer’s at fault. Also, all service books 
should be kept up to date without 
charge to the operator.” 

* * * * * 

“They (manufacturers and distrib- 
utors) get their price, but we can’t. We 
can’t pay $2,500 for games and make 
it, period.” 

* * * * * 

“The decline we have all suffered 
the past several years is slowly coming 
to a halt. If the manufacturers can 
concentrate on good-quality games 
and hold the cost down, this industry 
will bounce back.” 

* * * * * 

“Most of the manufacturers are 
still trying to rape the operator with 
high-priced junk products. Two years 
from now they’re going to wonder how 
Nintendo snagged 90 percent of the 
market.” 

* * * * * 

“Manufacturers are cutting their 
own throats by overpricing equipment; 
operators are being forced to run 
counterfeit equipment.” 

* * * * * 

“Lower the cost of videos and 
pinball games to meet the reality of 
lower income per machine.” 

* * * * * 

“Bring the price of new equipment 

down.” 


* * * * * 


“Make games less expensive.” 
* * * * * 
“There are some very good games 
out—overpriced—but good.” 
* * * * * 
“T would like for manufacturers to 
stop trying to sell dedicated videos at 
boom prices ($2,000-$3,000).” 


FUTURE TECHNOLOGY (R&D) 
“Tl think the industry is on the 
rebound, but more games are needed 
for girls and adults. You can’t make it 
just on the kids and teens.” 
* * * * * 

“The industry has yet to come up 
with a way to get the operators off the 
25-cent game.” 

* * * * * 

“The entire industry is in a 
trauma—only Williams pinballs have 
shown hope. Only through attrition 
and some new video games will 
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operators remaining even care to 
participate in this dismal environment.” 
* * * * * 

“First there were pool tables, then 
pinballs, teen videos (and many 
types). We need a new type of 
amusement machine at an affordable 
price, something to bring people back 
into the arcades.” 

* * * * * 

“Manufacturers, build a sturdy, 
reliable game and charge a couple of 
hundred dollars more.” 

* * * * * 

“Operators need more manufac- 
turers to get involved with systems. 
Nintendo UniSystem has saved me.” 

* * * * * 

“We need to capture the attention 
of the youth again. Be more creative in 
programming, and fight unfair legisla- 
tion on taxes.” 

* * * * * 

“Advice to manufacturers: Turn 
out more original stuff, like Hogan’s 
Alley.” 

* * * * * 

“There is no new interesting 
product for our customers.” 

* * * * * 

“Nintendo has what all operators 
need, the VS. System with good 
games at the right price to rotate the 
old kits into the UniSystem in six to 
10 months from now. Other manufac- 
turers need something similar.” 

* * * * * 

“Follow Nintendo’s lead and make 
dedicated games that are less expen- 
sive and less costly and easier to 
convert to new games.” 


* * * * * 


“Make pinballs more reliable.” 
* * * * * 
“There’s no new technology to 
bring back the big money.” 


SERVICE 

“Manufacturers, bring back the 

toll-free service numbers.” 
* * * * * 

“Make your employees instill more 
pride in their job. Pull all the old 
dilapidated equipment off routes. 
Establish b2tter customer relations. 
Keep your equipment clean, percent- 
aged weekly, and working properly.” 

* * * * * 

“In street locations, I find service 
and showing an interest in the location 
is the best way to keep them happy.” 


LICENSING 

“Something has to be done about 
the ASCAP license. This is going to 
put a lot of operators out of business.” 

* * * * * 

“Local licensing is ruining the 
business.” 

* * * * * 

“AMOA’s deal with ASCAP is a 
sellout of operators.” 

* * * * * 

“Unite strongly to eliminate ALL 
license fees except the same business 
license any other business must have. 
Twenty-two percent of my gross (after 
commissions) is too much!” 


GENERAL 

“Be ready to change the way you 
do business, because this industry is 
always chanaing. Don’t just depend on 
one way of making money.” 

* * * * * 

“The industry has been rather 
static this past year with not much 
new happening. There are still people 
in this business who shouldn’t be.” 

* * * * * 

“T believe this industry has 
bottomed out and is on an incline 
again. Before striking out on my own, | 
worked for the firm that had this 
route. When the bottom fell out, they 
were going to drop this area.” 

* * * * * 

“It has made me a millionaire. It’s a 

great cash business.” 


* * * * * 


“T’'d love to get out!” 
* * * * * 

“It would help if factories would 
not try to sell us junk.” 

* * * * * 

“The video industry is in an 
economic depression. The kids are 
not interested in the games anymore. 
My best money makers are still Ms. 
Pac-Man, Galaga, and Pole Position.” 

* * * * * 

“Imagination, creativity, and 

perseverance on everybody’s part 


would be beneficial to the industry.” 
* * * * * 


“The shake-out is over; the indus- 
try will return to health.” 
* * * * * 

“Things are looking pretty good. 

There are a few good games out now. 

I’m rotating them and keeping my 


gross up.” 
* * * * * 
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Poll Information 


The following are rankings of the top games in the coin-operated amusement industry. The 


games are ranked according to an index formulated from a regular survey of operators of coin- ; 


operated amusement equipment. Games not appearing on this poll either (1) did not generate a five 
percent response or (2) did not rank among the top 50 games in the country. The games are further 


identified by their general equipment classification type: Video, Pinball, and Novelty. The average 


index rating for all surveyed games for this individual ibe! was 74. 


Top 1 Ten Games of November 1 Issue 


Index Index 
Game/Manufacturer | Rating | Gome/l i deinrer Rating 
1. Temple of Doom/Atari.......... 239 6 Demolition Derby/Bally Midway 134 
2. Paperboy/Ataqr................ . 196 6, Shanghai Kid/Memetron....... 134 
3. Gridiron Fight/Tehkan ......... 155 8. Commando/Data East.......... 126 
4. Comet/Wiliams................ 153 9. Stocker/Bally Sente ............ 122 
5. Peter Pack Rat/Atari ........... 138 


10. Trivia Whiz/Merit =e 118 


Game/Manutacturer Nov.1  Oct.15  Oct.1 Sept.15 Video Pinball Novelty 
1. Temple of Doom/Atari | _ — 


2. Paperboy/Atari 

3. Gridiron Fight/Tehkan 
4. Comet/Williams 
5. Peter Pack Rat/Atari 

6. Demolition Derby/Bally Midway 
6. Shanghai Kid/Memetron 

8. Commando/Data East 

9. Stocker/Bally /Sente 

10. Trivia Whiz/Merit 

11. Kung Fu Master/Data East | 
12. Eight Ball Champ/Bally Midway 112 _ - - 


13. Magmax/Nichibutsu 107 Cl rt—SS 

14. Crossbow/Exidy isi (‘i - 78 

14. Hogan's Alley/Nintendo 103 iat is 135 

16. Duck Hunt/Nintendo’ | 2S te :~*«iD . 
17. Spy Hunter/Bally Midway i00—C i ME—“‘;i‘CS 114 e 
18. 1942/Romstar 99 7 8 86lif 203 e 
19. Chicago Cubs Triple Play/Premier 95 83 98 liz ® 
20. Two Tigers/Bally Midway 94 68 72 46 . 
20. Cheyenne/Exidy 94 101 133 99 e 
22. Karate Champ/Data East 92 112 102 112 * 
23. Cobra Command/Data East 88 134 95 — © 
23. Crown Golf/Kitkorp 88 _ 78 _ * 


NOTICE: The sole purpose of this survey is to determine on a regular basis the top performing games in the country. 
Any attempt to use the results of this survey for any other purpose is pnou onze: wrongful, and misleading. — 


—— 


ss 
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Game/Manutfacturer Nov.1 Oct.15  Oct.1 Sept.15 Video Pinball Novelty 

25. Marble Madness/Atari 87 86 69 52 * 

25. VS. Baseball/Nintendo 87 102 95 112 * 

25. Af-tor/Wico 87 — — _— e 

28. Yie Ar Kung Fu/Konami 86 76 66 éz€6Cii4 o 

29. Space Shuttle/Williams | 85 100—t—é‘é«d SS 106 . 

30. Pole Position II/Atari 81 100 88 113 _ 

31. Pub Time Darts/Nomac 80 —_ —  _ e 

32. VS. Tennis/Nintendo 79 53 53 60 e 

32. Sorcerer/Williams 79 95 103 74 ° 

32. VS. Golf/Nintendo 79 95 72 64 ° 

35. Pole Position/Atari 76 79 of. ~—90 e 

36. Eight Ball Deluxe/Bally Midway 75 87 7 83 6 

36. Triv Quiz II/Status Games 75 co 6 =| - 

36. Cybernaut/Bally Midway 75 _ —  -_ _ ° 

39. Bomb Jack/Tehkan 73 63 90 110 e 

39. The Games/Gottlieb 73 70 +104 45 

39. Strike Zone/Williams | 73 45 — — e 2 

42. Pac-Land/Bally Midway _ - _ — : e a 
"42. VS. Excitebike/Nintendo | 72 0 8 8%  e@ | 


42. Skee-Ball/Skee-Ball . i? oO -— = r—C—“—tee 
42. Hat Trick/Bally Sente —rri—“—‘—i HmLmUmCUmDSLLUmC<CS GHC“ <é$§$E DHehLUmUMUCUCOrmCt~™~COW 
_ 46. Punch-Out!!/Nintendo _ 71 76 68 £6 ° 
46. Super Punch Out!//Nintendo _ 7 2 8=—h oiertté‘ LS sSsS e- 
46. Samurai/Magic 7) SBS 6 114 e | 
49. Attila the Hun/Game Plan 69 4] - _ e 
50. Galaga 3/Bally Midway 68 61 =o 72 e 
50. English Mark Darts/Arachnid 68 45 fo _ ee 
50. Great Swordsman/Romstar | 68 6 Co _ _ 


AVERAGE WEEKLY GROSS 
— | hl lL 


fo) 
7 


40. Se ET ee ee 

+. DCC TS cL rr 

i | LLL eS ae eee 

— ee ee LC 
26. Se ee ea a ee eee 

1. 2 eS ee ee eee 
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“Get ready for along ride—steady 
but not raising too much. Cost-cutting 
along with customer satisfaction are 
important combinations.” 

* * * * * 

“It looks like it is going to be harder 
to make money. We’re going to have 
to work harder and smarter.” 

* * * * * 

“We feel the coin-op industry is 
getting back to the stable, yet exciting, 
business it was before the video 
craze.” 

* * * * * 

“Personally, we’re having a great 
time besides making a little money.” 

* * * * * 

“T believe the industry is in a better 
mood.” 

* * * * * 

“Like any other industry, we still 
have unethical people operating 
games, etc. They purchase locations, 
put them under contract, and then 
allow them to deteriorate, creating an 
unhappy situation for legitimate 
operators.” 

* * * * * 

“Keep working. Something will 
explode and bring the coins back. 
“Keep the faith.” 

* * * * * 

“Video and pinball won’t be 
producing revenues for at least two 
more years. People really are tired of 
them, like bowling, but now bowling is 
back.” 

* * * * * 

“The industry is in very bad shape. 

I wish I knew some answers.” 
* * * * * 

“Hang in there; we’ve bottomed 
out and are returning to a more 
comfortable level.” 

* * * * * 

“Stop complaining and go out and 
make money. There’s money to be 
made—add vending, soda, payphones, 
bulk candy, etc.” 

* * * * * 

“The business is still going 
downhill.” 

* * * * * 

“We are pleased with what has 
taken place. Our profit is up since we 
don’t have to purchase so much new 
equipment. We can now operate our 
business as we should instead of our 
locations demanding so much. This 


increases our profit.” 
* * * * * 


32 


”Be careful what you buy. There’s 
a lot of real junk out there that 
distributors are trying to sell.” 
* * * * * 


“Diversify or die. Try new ideas.” 
* * * * * 

“IT want to continue to earn enough 

profit to stay in business.” 
* * * * * 

“Tm seeing a general decrease in 
volume, available locations, and 
location interest. I don’t feel as secure 
about the future as I have in the past.” 

* * * * * 

“It is nice to see things looking up, 
but many operators need to learn how 
to clean up their respective acts, or 
arcades will always have a bad name in 


some people’s minds.” 
* * * * * 


“I survive by buying few new 
games. This is just a part-time side 
line.” 

* * * * * 

“Stop complaining and start 
working.” 

* * * * * 

“T think the future looks good. But 
back to basics means clean and good 
operation of games, rotation, and low 
overhead.” 

* * * * * 

“When another 20 percent of 
operators drop out and another 20 to 
30 percent of the locations drop, the 
industry will become healthy again.” 

* * * * * 

“The companies that are willing to 
work and go after business are 
prospering and will continue to do so 
(manufacturers, distributors, opera- 
tors). Those that are waiting for 
something to happen or turn around 
will go broke.” 

* * * * * 

“It’s still a tough business. Only 
hard work and sweat will bring in 
profitable returns.” 


* * * * * 


“The industry is looking up.” 
* * * * * 
“Watch for government and big 
taxes. Drop Play Meter.” 
* * * * * 
‘““Shake the dust and move 
forward.” 


* * * * * 


“So-So, but no more big bucks.” 
* * * * * 


“T’m optimistic. Business has been 
slowly improving for the past year.” 


* * * * * 


“After steady decline, business 
appears to have leveled off over the 
past year. There is still a lot of hard 
work ahead, but I believe there is stilla 
future in the industry.” 

* * * * * 


“Things seem to be more steady 
and interest is back, but in a calmer 
mode, which makes things easier to 
think through. The industry seems 
more comfortable.” 

* * * * * 

“The manufacturers are maybe 
starting to listen to the operator— 
what few there are left. But there’s so 
much improvement needed.” 


* * * * * 


“Eliminate gray area games.” 
* * * * * 

“The industry will always be here. 
The form may change, but people 
need amusement.” 

* * * * * 

“T feel the business is leveling off 
nicely since the shake-out following the 
boom years. It is time manufacturers 
realize they are not going to make a 
killing on a video game today and start 
selling equipment at a reasonable 
profit to the opertors who are making 
a reasonable income.” 

* * * * % 

“It’s a great business with a healthy 
future.” 

* * * * * 

“We need more interviews in Play 
Meter with operators and fewer 
interviews with manufacturers and 
distributors.” 

* * * * * 

“The industry has become much 
wiser during the past 12 months. | 
believe that the shake-out is over and 
the survivors are here to stay.” 

* * * * * 

“We need stronger national 
associations.” 

* * * * * 

“I feel the industry is becoming 
much more stable. Over the next five 
years, or less, the trend—which is well 
underway—will continue at a faster 
rate. This is the consolidation of 
companies and the loss of others. The 
medium-size company may disappear, 
such as mine. What will remain are 
large (1,000 machine) and very small 
(40 to 80 pieces) companies. The 
middle size companies will have much 
harder times.” e 


PLAY METER, November 1, 1985 


LOO PLO LLL GOLO LLL OL VP LOL VOY OVO DODO OOD OO DOD OO DO OP OOOO 


grRt WE CON b> 


COOOL 


» 


PQ VYQPQPPPQO QP YQPQOQDODQYOQDOOQPP POD OOD POP PO OODOODODD000 LO >< «<<< HDD <PODOOOQO KD 


VV VVVVV VV DOO OOOO OO OOOO OO OOOO OOO IDOI ODIO OOO IDDIDIPPAHOIDD ODO 


OWNED AND OPERATED BY PLAY METER MAGAZINE 


: 
: 
: 


As part of its report on the state of 
the industry, Play Meter asked several 
operators that they think the industry 
generally and their own businesses 
particularly are faring and what they 
expect in the coming year. Here are 
some of their answers. 


Greg Krosse 

owner 

Wizzards Entertainment 
Peoria, Iil. 

“Well, it’s kind of interesting. It’s 
fallen back to where you have to work 
for what you get, rather than just going 
out and dumping money in your 
pocket, like it was for a couple of 
years. But it’s kind of good because it 
gets these amateurs out of the way. 
There were so many people that flew 
into the business, that caused nothing 
but problems for the established 
operator when video got so big andso 
simple to operate. So now that it’s 
gotten back to the equipment that you 
have to know how to repair, and you 
have to stock a parts department and 
things such as that, it makes it where 
you have to work for what you get 
again, and it gets back to a real 
business again. 

“I wouldn’t say [business] has 
improved. I’d say it’s just barely stayed 
the same, if not dropped a little bit. If 
darts hadn’t come along, there would 
be a big drop. I’d say probably it’s on 
a little bit of a decline, but then again 
it just gets back to what type of equip- 
ment you operate. 

“I was pretty strong in the old 
standards before the video boom. I 
just watched the times and figured it 


What do you think of 
the state of the industry? 


wasn’t going to stay there forever, sol 
concentrated a lot more of my effort in 
the old standard equipment than a lot 
of people did. I’ve invested in things 
like jukeboxes. Even though it takes 
so much longer to get a return, you 
can run that machine a lot longer than 
anything else. 

“I don’t see anything picking up, 
but it’s not terribly alarming, at least 
not at this point. | was able to stop my 
purchasing in time to keep from 
getting severely overdrawn on accounts 
or anything. 

“Of course you have to keep your 
route fresh, but I sure won’t be buying 
five, 10, 20 games at a time like I was. 
It’ll just be whatever I need to update 
the route in any particular area. 

“T’ll concentrate mainly on juke- 
boxes, pool tables, and a few new 
pinballs. There’s an occasional video 
out there that I’ll be going for, but not 
that many.” 


Steve Webb 

general manager 
Quality Vending, Inc. 
Dallas 

“We’re a relatively new vending 
company. Last year was our first year. 
We’re seeing the opportunity for 
substantial growth. We’re putting a 
great deal of emphasis on service to 
the customer, and it’s really paying off 
for us. We’re able to get more 
accounts than we can handle. 

“We are somewhat disappointed 
in the results of video games. I think it 
is extremely expensive to try to stay 
current and keep interest up in video 
games. I am not buying any new 


dedicated games simply because of 
the insecure feeling about whether or 
not Ill get my money back out of them. 
We're trying to keep the interest up in 
video through conversion. 

“We’ve been in the nightclub busi- 
ness in Dallas for seven or eight years 
so we know a lot of people. We got 
into the vending business because we 
didn’t feel like we were getting good 
service from existing vending com- 
panies. | 

“We've been in the nightclub busi- 
ness in Dallas for seven or eight years, 
have the equipment to do it. I’m 
scared to buy it at the price I have to 
pay. We currently have 322 machines 
in operation. If I felt secure about the 
equipment I was buying and what it 
was going to do out there, we could 
double that figure. 

“Pinballs certainly look good. 
They’re also very high. We feel more 
secure in paying $2,000 for a pinball 
game than $2,000 for a video game. 
We have less service calls on pinballs. 
We have to bring them in about every 
60 days to revamp, rework, clean 
them up, and take them back. Actu- 
ally, it’s a break-even situation. I feel 
more secure projecting revenues fora 
longer period on pinballs. 

“For every operator out there the 
vending company is all about service— 
serving the customer. Once a vending 
company ceases to do that, it is not 
fulfilling its obligation. Rotation of 
equipment, cleanliness, and ongoing 
maintenance of equipment is primarily 
what we are talking about. 

“We’re trying to learn as much as 
we can about the business. We have 
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high hopes for our company in the 
vending business, and we want to be as 
knowledgeable as we can. When we 
call on an account it’s ‘how may we 
serve you?,’ that type of philosophy.” 


Mike Bohrer 

vice president 

Hastings Distributing Co. 
Milwaukee 

“T think it’s turning around in our 
area because of dart games in league 
play. We’re getting more revenues 
because of the darts, and they also 
increase the amount of money put into 
the jukebox and the cigarette machine 
and everything in the bar at the time. 

“The dart leagues started in Green 
Bay and the Rockford area years ago, 
and they’re finally catching hold in 
Milwaukee, where a lot of people 
played steel-tipped darts. And the 
tavern owners are finally realizing the 
steel-tipped darts didn’t make them 
any income. People took [steel-tipped 
darts] real seriously, whereas the 
plastic-tip game is more for a social 
event. It’s a lot more fun when people 
don’t have to keep their scores. 

“Our dart machines are probably 
about 15 to 20 percent of our total 
amount of machines on the route. 
They picked up from where we lost on 
video income. We haven't invested a 
lot of money in videos this year, just in 
the kits where we have good video 
locations. 

“The dart games have brought us 
more money out of locations where 
we weren't going to get any money, in 
particular ma-and-pa taverns. And it’s 
steady income, whereas the video 
games went into faddish younger 
people’s places, and people tend to 
leave those places and go to other 
ones. Ma-and-pa places have their 
regular customers all the time. This 
way, were looking at a _ regular 
income, whereas a year or two ago it 
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fluctuated from location to location 
every month. 

“This business isn’t going to get 
anybody rich in this time. From what I 
see, everybody’s making a living off of 
it, that’s all. 

“We can’t overspend. I don’t see 
any sense in investing money in 
anything else but dart games right 
now. If | had any extra money, I would 
put it in dart games. Trivia games are 
doing well for us also.” 


Bill De Santis 

operations manager 
Music and Game Division 
The Sunny Company 
Rochester, N.Y. 

“Our company has been in exis- 
tence since 1954. We have a full-line 
vending division and the music and 
game division. The main emphasis 
was in the vending area until music 
and games took off in the late 1970s. 
We currently operate 600 units in the 
field. Most of our equipment is in 
videos, with some jukeboxes and 
pinballs. 

“This year I see some positive 
trends. I just feel better about the 
coming year. We are focusing more 
attention on kits than dedicated 
games at this time. We are getting into 
colleges and bowling alleys, plus street 
locations. 

“We have seen some smaller ven- 
dors dropping out of the business, and 
also some older, local, large opera- 
tors. [he smaller vendors had to have 
a large customer base to survive. 
Some of the older vendors have had it 
with the ups and downs of the 
business and have decided it was time 
to get out. 

“We've seen steady growth in our 
vending area. It has not experienced 
as much fluctuation as the music and 
game division. We plan to increase our 
pinball base and will probably add 


more pinball units as time goes by. 
Unless you grow in this business, 
you're falling behind.” 


Vesta Long 
G&M Oil Co. 
Huntington Beach, Calif. 

“From my standpoint, I think it’s 
doing great. Other people are 
complaining, but I don’t know if they 
complain just to have something to 
complain about. I have no complaints; 
our business is doing great. 

“My husband and I have been 
[operators] for about three years, but 
we were very small, we just had a few 
games. Then my cousin decided that 
he wanted to join in—it sounded like 
fun to him—and weve grown to 
[operate] about 500 [machines]. 
That’s in a little over a year. 

“I do most of the major buying. My 
husband does all the repair. In the past 
year, we broke even with everything. 
We came back and paid for everything 
we bought. 

“Everybody’s saying [business] is 
bad. I don’t believe that. We play a lot 
of our games at 50 cents, and 
everybody’s scared to do that. I don’t 
understand it. And we don’t run 
tokens. There’s no sense in anyone 
running tokens, I don’t believe. 

“We just do what we feel’s right, 
and it works for us. We started out 
with a few games in bars. We have 
three bars right now, but the best 
locations we have are liquor stores 
and convenience stores. And we have 
grown from there, we’ve done 
extremely well. 

“But I really don’t understand how 
people always cry how bad it is, and 
they’re making money. I don’t believe 
in saying, ‘oh no, we’re doing terrible, 
we're doing terrible,’ because it’s not 
true. The games out here are making 
money right now, but you won’t get 
anyone to admit it.” * 
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Operator couple 
making comeback | 


“I feel safe about 
getting back in 

the business now. 
If I didn’t feel 

that way, I wouldn’t 
be starting back.” 


“We tried to get 

some of our locations 
back and couldn't. 
That’s when we realized 
how important a good 
location can be.” 


“There’s a new market 
out there discovering 
these games for 

the first time.” 


“We're anticipating 
a big upwing 
in the industry.” 


“Once you get a 
location in a mall, 
you are well set.” 


By Bonnie Theard 
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“The time to get your locations is 
now, before the big boom hits again. 

“Kids are looking for something to 
do these days, some place to gather. 
We follow the baby boomers, and the 
children of the baby boomers are our 
next market.” 

“T feel safe getting back into the 
business now. If I didn’t feel that way I 
wouldn’t be starting back.” 

“Definitely, the time is right.” 


“Lhose are the words of Bill 
Schimmel, who, along with his wife, 
Debbie, is returning to the coin- 
operated amusement business after a 
few years’ absence. The couple has 12 
years of experience in coin-op manu- 
facturing, distributing, and operating. 

The Schimmels are based in India- 
napolis, where extensive marketing 
research has indicated a surge of 
growth. Newly developing suburban 
shopping malls attest to the research, 
and it is in these malls and other strip 
shopping areas that the Schimmels 
have focused their attention. 

“We're anticipating a big upswing 
in the industry,” Bill said. “We’ve 
already experienced success with our 
first venture, Arcade U.S.A. Debbie 
developed the idea of aclassy, family- 
oriented arcade and has spearheaded 
the opening of her first one in the new 
County Line Mall in Indianapolis. The 
arcade features half old favorites and 
half new games. 

“Originally we thought to offer the 
older games at a two-for-one price, but 
they have proven so successful that 
we haven’t needed to do that. We’re 
shocked at how well these favorites, 
like the older space games, gun 
games, and driving games are doing. 
There’s a new market out there dis- 
covering these games for the first 
time. 

“The arcade is open from 10 a.m. 
until 10 p.m. and does a consistently 
good business all day long. Profes- 
sionals in business suits, kids and 
adults in jeans, small children, store 
clerks from around the mall—all are 
enjoying the games. Debbie has 


decorated the arcade with many green 
plants and also follows seasonal 
themes like Halloween and Thanks- 
giving in other decorations. This is not 
a ‘hangout.’ This is a family gathering 
spot.” 

One other Arcade U.S.A. will be 
opened by the end of this year, and 
two more are planned for 1986. Each 
will have more than 2,000 square feet 
and offer a variety of games for dif- 
ferent age levels. 

“Shopping malls are becoming the 
new gathering point for many young 
people,” Bill said. “Once you get a 
location in a mall you are well set 
because no one else can get into that 
mall. Many malls around the country 
have all new games. Debbie’s idea of 
combining old favorites and new 
games seems to be paying off.” 

Bill also has begun a new business. 
A combination fast-food restaurant 
and amusement center, Blue Belle 
Barbecue, Bill said, offers “a quality 
product in pork, beef, and chicken 
barbecue dishes. We are locating in 
shopping malls and strip shopping 
centers.” 

The first Blue Belle Barbecue will 
open December 1. Five more are 
expected to open in the Indianapolis 
area in 1986. Three of the restaurants 
will be attached to arcades offering a 
variety of new equipment. 

“Debbie and I think the industry is 
coming back,” said Schimmel. “A 
number of the old-style games are 
coming back, and there is a whole new 
generation of games being produced 
now. We have been semi-retired for 
the last few years. After having 
operated over 1,000 pieces of equip- 
ment in our career, we are interested 
in returning to the business we sold in 
1981 at its height. 

“We started selling out because we 
felt there were too many people 
getting into the business. Everywhere 
you turned, on every street corner, 
practically, you could find video 
games. And we noted that home video 
games were having an impact on the 
industry. We felt that the peak couldn’t 
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last much longer, andit seemed to bea 
good time to sell out. 

“Later, when we saw that interest 
had not dropped, we tried to get some 
of our locations back and couldn't. 
That’s when we realized how impor- 
tant a good location can be. Then, we 
saw a lot of people lose their shirts in 
the business. We don’t want to be hit 
like other arcade operators have been 
in the past, so we have been careful 
with our new concepts and selecting 
locations.” 

The Schimmels’ involvement. in 
the coin-op business dates back to 
1971, when they operated a few 
routes. They soon developed more 
routes and began to branch out. 
Debbie opened The Sweet Shop, a 
combination ice cream parlor and 
video room, and operated a small 
chain of the stores in South Carolina 
from 1972 until 1978. 

Bill became a manufacturer, pur- 
chasing a kiddie-ride manufacturing 
plant in South Carolina and another 
plant in Owings Park, Fla., that 
produced poker and dice machines 
and hotel shoe buffers. Comic Crea- 
tions, the kiddie-ride manufacturer, 
marketed 20 different rides between 
1978 and 1981. Bill also manufactured 
children’s joke phones for locations in 
shopping malls. 

“We phased down and sold out 
gradually, beginning in 1981,” he said. 
“We sold different manufacturing 
interests at different times.” 

Over the past two years Bill and 
Debbie have been involved in manu- 
facturing and selling recreational 
vehicles and leisure-time equipment 
such as park play equipment. They 
have been out of the amusement busi- 
ness completely only since 1983. The 
Schimmels have always maintained 
two residences, one near their manu- 
facturing interests in South Carolina 
and the other in Indiana. 

“We’ve done our homework with 
our marketing analysis, and we havea 
quality product and a viable concept,” 
Bill said. “We should grow because of 
these factors. We want to grow south- 
ward, slowly and steadily.” 


Bill’s enthusiasm could make 
anyone a believer. He has background 
in more than one phase of the busi- 
ness, and he experienced the peak of 
success before watching from the 
sidelines when business slumped. 


Following anew young market and 
researching locations to serve that 
market, he and his wife are returning 
to the arena with new ideas and faith in 
the future. e 
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SEE YOUR PROFITS 
TAKE OFF WITH 
AUTOROVO’S NEW 
“KID-TESTED” RIDE 

OF THE FUTURE, {> 
THE JETPACK, OUR , 
LATEST TALKING : 
HYDRAULIC RIDE. 


PATENT PENDING 


OVER 17 YEARS OF EXPERIENCE IN KIDDIE RIDES 
HAS MADE US THE TOP INNOVATOR IN THE INDUSTRY 


AUTOROVO KIDDIE RIDES OF AMERICA 
400-B Landsdown Road, P.O. Box 907 © Fredericksburg, VA 22404 
Phone Toll-Free for Information: 800/231-5152 
or 800/544-7722 in Virginia 
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Gives you total overview. 
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ARE YOU? 


By Joseph Arkin 


How well you can manage may 
determine the success of your busi- 
ness and realization of its fullest 
potentials. Anything you can do to 
improve your present management 
skills is a giant step forward to 
increased success. 

To find out whether you are 
developing the habit of good manage- 
ment, ask yourself these leading ques- 
tions: 

How well do I manage myself? 
Unless you are adept at organizing 
your own time and talents, you can’t 
do a really good job of masterminding 
others. 

Everyday prepare a list of things 
that need to be done, letters and calls 
to be taken care of, then tackle them 
in the order of urgency. Don’t worry 
about a sequence or let anxiety about 
unfinished items distract you from the 
business at hand. Cross off items 
completed to get the feeling of accom- 
plishment. 

At day’s end, even if you haven’t 
completed the listed jobs, you’ll have 
the satisfaction of knowing that you 
did “first things first.” And, put the 
unfinished items at the head of tomor- 
row’s list. 

Am I willing to do as I want 
others to do? This is really manage- 
ment’s golden rule, because an execu- 
tive sets the pace for his staff whether 
it numbers one or 100. 

Come in on time, shun lengthy 
lunch hours, do a full day’s work each 
day—and your employees will think 
twice before doing otherwise, even 
without the benefit of lectures from 
you. Be free-and-easy in your work 
habits, and employees will take the 
cue and do likewise. 

Then, when you protest, they’re 
bound to resent your “goofing off” and 
laying down rules you won't follow. 
Yes, you are the boss, but you have to 
set a good example. 

Am I a good teacher? All good 
managers are. But poor ones are 
never sure their employees have 
caught on. They tend to become’ 
nursemaids instead. Are your instruc- 
tions outlined in step-by-step form, 
clearly worded, phrased in do’s rather 
than don’ts? 

Do you use visual aids? Even a 
rough sketch can help. Ask questions 
to make sure you ve been understood. 
Perhaps most important of all, do you 
understand the value of proper 
teaching? Would you, for example, be 
willing to pay for a training program to 
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improve employee performance? 
Would you pick up the tab for job- 
connected schooling? 

Do I level with others? Perhaps 
the surest way to win an employee’s 
respect is to be consistently honest 
with him. “You always know where 
you stand with Mr. X” is the way he’s 
likely to describe it. 

Honesty, of course, doesn’t mean 
brutal frankness or reckless disclo- 
sure of secrets. It does mean that you 
should let your staff know, as soon as 
you properly can, about a pending 
change in policies; morale plunges 
when people feel kept in the dark. 

Your employees shouldn’t find out 
about major decisions affecting their 
livelihood from visiting salesmen, from 
competitors, or from neighborhood 
scuttlebutt. It also means that you 
should not withhold unpleasant truths 
to be popular; if aman has little chance 
for a raise at this time, don’t foster 
false hopes. Finally, honesty means 
keeping all promises—and not making 
those you can’t keep. 

Know when and how to offer 
criticism. Criticize in private, praise 
in public. That’s a good rule to follow. 
But just because you give someone 


the courtesy of private criticism, don’t 
feel entitled to speak as bluntly as you 
like. 

Criticize constructively; mention 
good points along with flaws, and 
emphasize how improvement could 
be achieved. Criticize the individual’s 
performance, not the individual; never 
hint that it’s he, not his work, which 
leaves something to be desired. Youll 
make your point just the same—and 
without making an enemy. 

Always give credit where it is 
due. High on the list of employees’ pet 
peeves is the executive glory grabber 
who assumes all the credit for suc- 
cesses. He may not say he did all the 
major work; he may just sit back and 
let everyone draw that conclusion. 

Go out of your way to credit others 
for the help they give you—even if you 
must labor hard to whip someone 
else’s rough work into finished or 
acceptable form. You won’t lose face 
but you will create priceless good will 
among those who work with and for 
you. 

Help assistants upgrade their 
jobs. If you can make your steno- 
grapher perform like a secretary, or 
your secretary do an administrative 


assistant’s work, you have increased 
their value to your company—and 
there are many ways to upgrade an 
assistant’s job. 

Delegating some of your own 
chores is only one of them. Spend 
some money to modernize your office 
and business premises—purchase 
machines to eliminate distastefully 
menial chores. 

Am I too proud to ask for help? 
Managers who get best performance 
from their staffs have usually dis- 
covered the magic in the simple 
phrase, “What do you think about 
this?” Before you change office or 
other routines, consult those who’d be 
affected; even if you don’t accept their 
viewpoint, they'll feel better for know- 
ing it was considered. 

Encourage assistants to bring you 
their brainstorms; many people have 
perfectly good ideas, but won’t voice 
them without being asked. 

These, of course, are only a few of 
the key principles that should be 
mastered by the executive. But if you 
can manage to apply them, you’ll be 
giving strong proof that you are indeed 
a good manager, and worthy of the 
trust and loyalty of your employees.e 
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IS THIS 
GROWN 
MAN 
CRYING? 


MARDI GRAS! 
NEW ORLEANS 
FEB. 6, 7, 8, 9, 1986 


DELTRONIC LABS DL-1275 Ticket Dispenser is now 
available in kits—for quick and easy installation on existing 
video, pinball and novelty games. 

For more than 7 years, top amusement manufacturers 
have relied on DELTRONICS LABS for quality ticket dis- 
spensers, backed by prompt and efficient service. 

Now this time-tested dispenser is incorporated in kits for 
the same dependable performance on your present games. 

You can renew player interest with tickets for awards and 
bonuses—and keep them playing again and again and again! 


DELTRONIC LABS, INC. 


Eight & Maple Avenue @ Lansdale, PA 19446 
215/362-9112 @ Telex 317054 
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THE TICKET DISPENSER 
—WITH EXPERIENCE 
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Cheryl Ann Manning Malinda Marie Smith 
D.O.B.: March 10, 1961 D:0.8B.. OCLODET: 22,.19/7 
Hair: Light Brown Hair: Brown 

Eyes: Brown Eyes: Brown 

Height: 5'4" Height: average 

Weight: 135 pounds Weight: average 


Disappeared October 1977, Denver, Colorado 
from McMinnviile, OR 


If you have information about either of these children please 
call: 1-800-235-3535 


> Distributed by: 
a Hide and Seek Foundation, Inc. 
Ss oF VeOreCeAcl 
VeO*CrAel Video Operators Childrens Alert Line 
Volunteers Can Call (503) 294-0746 P.O. BOX 14574 


Outside Oregon 1-800-547-9755 ext. 50 Portiand, OR 97214 
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CRANKS 


Seninsky 


By 
Frank “The Crank” 


Pay phones—an up-to-date 


report and some suggestions 


For about a year, the editors at 
Play Meter have been on my case to 
write an article on pay phones. I have 
been able to avoid the request (andI’m 
assuming it was only a request) 
because each week since June 1984, 
when the FCC allowed private indi- 
viduals and companies to own pay 
phones, chaos and uncertainty (and 
bull) has been fed to our industry. So 
many companies introduced “smart” 
phones and made ridiculous claims 
that only their phones would work. It 
got to be that there were about as 
many different kinds of pay phones as 
there are different religions. In spite of 
this uncertainty, let me make a long- 
distance call into the future (let Play 
Meter pay for it) and speak to whom- 
ever is on the other end and make 
some predictions about pay phones. 

First I need to hedge alittle by tell- 
ing you that I am writing this October 
19 and do not have the benefit of 
seeing several of the new and 
improved pay phones that may be 
introduced at the AMOA in a week 
and a half. I have, however, been 
gathering information and interviewing 
well respected communications and 
coin-op industry people on pay 
phones for several months. There is 
definitely a need for these products. 
With “Ma Bell” genuinely willing to 
“give up” its “unprofitable” third of the 
1.6 million pay phones and many 
locations in need and deserving of 
higher commissions than the four 
percent to six percent currently paid 
by Bell (averaging $15 a month), a well 
capitalized operator could make a go 
of it. There could be a four-million-unit 
market out there! 

As an example of the potential pro- 
fitability, take a one-minute business 
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call in New York City that currently 
costs 25 cents. With a four percent 
commission, the location receives one 
cent. The line charge from AT&T is 
eight cents. It looks like there is some 
room for negotiation. A pay-phone 
owner also is entitled to charge for 


information calls (a 45-cent average), 
800-number calls (at 15 cents each), 
collect calls, and a percentage of 
credit-card calls. When all this is laid 
out by the FCC in understandable 


English, then I am in favor of going 
ahead. 


>= 
= 
SS 
Advances 
TeleSys ‘4 


FIGURE 1 
These are the Marcom ST (on the left), the standard coin-only model, and 
the Marcom XL (on the right), the coin and credit-card combination 
model. Both models are made by Advanced TeleSystems, Ltd. I consider 
these phones to be the best on the market so far. 
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After much wavering I now can 
give you an honest evaluation: All of 
the pay phones I’ve seen or read about 
have drawbacks. There is just no way 
that a “smart” phone (one that has in 
its memory a way of solving any pro- 
blem that may arise) can replace 
operator assitance and make 100 
percent of the people happy 100 
percent of the time. It is not practical 
to provide “on-line” credit-card verifi- 
cation (complete with an additional 
CPU, as I’ve seen) that would take a 
good 15 seconds extra if the lines 
weren't busy (and only annoy the cus- 
tomer), cost the phone owner 15 cents 
each time, and still not be able to 
eliminate cards reported stolen within 
the past 30 days. 

Surprisingly, I have come across a 
pay phone that can make 96 percent 
of the people happy 95 percent of the 
time. And this pay-phone manufac- 
turer lays it right on the “line.” The pay 
phones shown in Figure 1, the 
Marcom ST (left) and Marcom XL 
(right), are made by Advanced Tele- 
Systems, Ltd., (known as ATS) of 
Springfield, N.J. The Marcom XL 
accepts coins, credit cards, or any 
combination of the two. The Marcom 
ST works only with coins. Both are 
very similar to the standard Bell 
phones that we are all comfortable 
with, and that is priority number one. 


Why I like the ATS 
pay phones 

1. They look and operate just like 
the Bell phones but have several 
improvements. 

2. There are no gimmicks such as 
LEDs, liquid crystals, or CRT displays 
that will cause the operator service 
problems. In fact, there are no mechan- 
ical parts except for the coin-return 
lever outside, the Mars multi-coin 
electronic acceptor (perhaps the best 
on the market today with its proven 
anti-string cutter), and the Mars-like 
escrow unit. The optically read 
magnetic-switch metal (zinc, nickel, 
copper) key pad operates by breaking 
infrared light beams and not by micro- 
switch or relay-blade contact. These 
infrared sensors should last for 10 
years of continuous “on” time. Should 
one or more malfunction, this phone 
will call up the central computer and 
report the problem! How many Bell 
phones have you come across in 
which one of the keys didn’t work? 
Does anyone ever report it? No, they 
just move to another phone. And 
these zinc metal-key buttons can be 
pounded with a hammer with minimal 
damage resulting. 
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FIGURE 2 
This is the Marcom ST in the wood- 
grain indoor enclosure, which is avail- 
able in walnut or oak wood-grain mica. 
The casing and the phone set are 
yellow, but also can be ordered in 
standard black. 


3. Touch-talk—The customer 
hears each number spoken as it is 
pressed instead of hearing the tones of 
a Bell phone. This is a plus for many 
handicapped people. The current 
models have a 70-word vocabulary 
that is expandable to 300 words. 
Different languages are available for 
the phone’s vocabulary. Five-to-six 
seconds after getting a dial tone, the 
customer hears, “Please dial your call 
now.” 

4. Each phone draws only one 
watt of power (CMOS technology) 
thereby reducing heat build-up to 
practically nil. One transformer, out- 
putting 24 volts DC, can drive up to 
eight phones. The phones use an 85- 
percent-efficient switching power 
supply. 

5. Electric protection—There are 
three levels of lightning protection: 
fuse, varistor, and a diode. Should 
lightning hit, only the piggyback inter- 
face board might cook. In case of a 
power failure, two lithium batteries are 
provided into the circuitry. One is for 
the memory processor and the other 
is for the time-clock system. The time 
clock is accurate to within two 
seconds a month and permits day, 
evening, and late-night “call costing” 
to be programmed. All the circuitry is 
positioned nicely on two easily 


removable boards, the Analog Con- 
trol Board and the Digital Control 
Board. The boards are connected bya 
very short ribbon connector. There 
are no bundles of wires to act as a 
receiving antenna (as on most other 
newly introduced phones) to permit 
outside-generated frequencies the 
capability of deceiving the integrity of 
the ATS phone. This means it is very 
difficult to get free calls by jamming 
this phone with any range frequency. 


6. There is full burglar-alarm pro- 
cessing capability that allows the 
phone to be hooked into a central 
alarm station. 

7. The ATS phone actually calls 
the central computer when the coin 
box is 80 percent full. The percentage 
is operator-programmable. ATS 
chose a small coin box that holds 
about $150 to discourage thieves from 
using the “clink test” to determine 
which phones are worth breaking into. 
The phone frame casing is made of 10- 
gauge cold-rolled steel. The coin-vault 
door is made of 12-gauge stainless 
steel. A high-security Chicago Lock 
stud lock, running through the center 
of the coin box to the back phone 
casing, secures the coin-vault door 
and coin box. A second lock locks the 
coin box in place. The cable attaching 
the hand set to the phone casing is also 
made of stainless steel. Should it be 
broken, ATS has made it easy to 
install a replacement cable. 

8. ATS offers a choice of local or 
remote programming, also referred to 
as call costing. I favor local program- 
ming of each phone when rates 
change. All you need is an IBM PC to 
program your own E-PROMS. Oops— 
I shouldn’t have told you that. Well, 
ATS says it’s OK. ATS uses the 
McGraw-Hill Data Base program, 
which is constantly updated for every 
office in the U.S. 

9. The answer supervision (the 
determination whether a call has gone 
through) on the ATS phones is done 
by tracking human voice transitions 
back and forth. Some phones work off 
a six-second delay, busy signals 
(which can be defeated easily with a 
tape recorder), or off a click. I have 
been informed that there is no such 
thing as click protection, as the first 
ring is not heard by the called party. 
No method of answer supervision that 
I’ve seen is 100-percent effective. 


10. The credit-card reader has 
been in service for the past seven 
years and is extremely reliable. There 
is another phone on the market (no 
names here) whose card reader can 
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y The Sheraton New Orleans Hotel & Towers Welcomes 
500 CanalStreet © New Orleans,LA70130 @ 504/525-2500 


AMUSEMENT OPERATORS EXPO’86 — Feburary 6-9, 1986 


NAME 


COMPANY NAME 


ADDRESS 

CITY STATE ZIP CODE 
TELEPHONE (Area Code) NO. 

ARRIVAL DATE TIME NO. NIGHTS 


Circle rate & accommodation requestion. 

SINGLE DOUBLE 
MAIN HOUSE: $93 $108 
ADDITIONAL PERSON: $20 $ 20 
ONE BEDROOM SUITE: $265-$570 
TWO BEDROOM SUITE: $424-$730 
Name(s) of additional adults(s) sharing room or suite. 


To Guarantee or Send Deposit (check one) 


O Please GUARANTEE my reservation for 
arrival after 4:00 p.m. with my credit card 
number (any of these cards are acceptable, 
American Express, Diners Club, Carte 
Blanche, Visa, Mastercard.) 


0 | wish to make a DEPOSIT on my room equal 
to one night’s lodging plus 11% tax (either 
send personal check or use American Ex- 
press, Diners Club or Carte Blanche.* 


Card Name 


= Exp. Date 


Tel. # Bus. 


| understand that | am liable for one night’s room tariff 
and tax which will be covered by my deposit or billed 
through my credit card in the event that | do not arrive 
or cancel by 4:00 p.m. on the arrival date indicated. 


Signature 


To receive Convention Rate, Reservations must 
be received by December 31, 1985. 


e All hotel accounts are subject to credit 
arrangements at time of registration and 
payable at departure. 


@ Check-In time is 3:00 p.m., Check-Out time is 
12:00 noon. 


@ No charge for children under 18 when sharin 
room with parents and using existing be 
space. 


@ The hotel will retain first night’s deposit plus 
tax on guaranteed and deposited reservations 
not claimed on date of arrival. 


@ To cancel a reservation, call the hotel prior to 
4:00 p.m. on day of arrival. Ask for and retain 
cancellation number until you receive a 
refund of your deposit. 


e if deh age rate is not available, the next 
available rate will be assigned. 


oO | desire a room 
equipped for 
( : handicapped persons. 
*Most other major credit cards are accepted for 
payment uponarrivalat hotel. 


The Sheraton New Orleans Hotel & Towers Welcomes 
500 CanalStreet @ New Orleans,LA70130 © 504/525-2500 


AMUSEMENT OPERATORS EXPO ’86 — Feburary 6-9, 1986 


NAME 


COMPANY NAME 


ADDRESS 

CITY STATE ZIP CODE 
TELEPHONE (Area Code) NO. 

ARRIVAL DATE TIME NO. NIGHTS 


Circle rate & accommodation requestion. 

SINGLE DOUBLE 
MAIN HOUSE: $93 $108 
ADDITIONAL PERSON: $20 $ 20 
ONE BEDROOM SUITE: $265-$570 
TWO BEDROOM SUITE: $424-$730 
Name(s) of additional adults(s) sharing room or suite. 
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To Guarantee or Send Deposit (check one) 


O Please GUARANTEE my reservation for 
arrival after 4:00 p.m. with my credit card 
number (any of these cards are acceptable, 
American Express, Diners Club, Carte 
Blanche, Visa, Mastercard.) 


O | wish to make a DEPOSIT on my room equal 
to one night’s lodging plus 11% tax (either 
send personal check or use American Ex- 
press, Diners Club or Carte Blanche.* 


Card Name 


#. 


Exp. Date 


Tel. # Bus. 


| understand that | am liable for one night’s room tariff 
and tax which will be covered by my deposit or billed 
through my credit card in the event that! do not arrive 
or cancel by 4:00 p.m. on the arrival date indicated. 


Signature 


To receive Convention Rate, Reservations must 
be received by December 31, 1985. 


e@ All hotel accounts are subject to credit 
arrangements at time of registration and 
payable at departure. 


@ Check-In time is 3:00 p.m., Check-Out time is 
12:00 noon. 


@ No charge for children under 18 when sharin 
room with parents and using existing be 
space. 


@ The hotel will retain first night’s deposit plus 
tax on guaranteed and deposited reservations 
not claimed on date of arrival. 


@ To cancel a reservation, call the hotel prior to 
4:00 p.m. on day of arrival. Ask for and retain 
cancellation number until you receive a 
refund of your deposit. 


e If requested rate is not available, the next 
available rate will be assigned. 


0 | desire a room 
equipped for 
( AW handicapped persons. 
*Most other major credit cards are accepted for 
payment uponarrival at hotel. 


. 
} The Sheraton New Orleans Hotel & Towers Welcomes 
500 CanalStreet © New Orleans,LA70130 © 504/525-2500 


AMUSEMENT OPERATORS EXPO ’86 — Feburary 6-9, 1986 


NAME 


COMPANY NAME 


ADDRESS 

CITY STATE ZIP CODE 
TELEPHONE (Area Code) NO. 

ARRIVAL DATE TIME NO. NIGHTS 


Circle rate & accommodation requestion. 


SINGLE DOUBLE 


MAIN HOUSE: $ 93 $108 
ADDITIONAL PERSON: $ 20 $ 20 
ONE BEDROOM SUITE: $265-$570 
TWO BEDROOM SUITE: $424-$730 
Name(s) of additional adults(s) sharing room or suite. 


To Guarantee or Send Deposit (check one) 


O Please GUARANTEE my reservation for 


arrival after 4:00 p.m. with my credit card 


number (any of these cards are acceptable, 


American Express, Diners Club, Carte 
Blanche, Visa, Mastercard.) 


0 | wish to make a DEPOSIT on my room equal 


to one night’s lodging plus 11% tax (either 


send personal check or use American Ex- 
press, Diners Club or Carte Blanche.* ~ 


Card Name 
© ean EXD: Ce 


Tel. # Bus. 


| understand that | am liable for one night’s room tariff 
and tax which will be covered by my deposit or billed 
through my credit card in the event that | do not arrive 
or cancel by 4:00 p.m. on the arrival date indicated. 


Signature 


To receive Convention Rate, Reservations must 
be received by December 31, 1985. 


e All hotel accounts are subject to credit 
arrangements at time of registration and 
payable at departure. 


@ Check-In time is 3:00 p.m., Check-Out time is 
12:00 noon. 


® No charge for children under 18 when ane 
room with parents and using existing be 
space. 


@ The hotel will retain first night’s deposit plus 
tax on guaranteed and deposited reservations 
not claimed on date of arrival. 


@ To cancel a reservation, call the hotel prior to 
4:00 p.m. on day of arrival. Ask for and retain 
cancellation number until you receive a 
refund of your deposit. 


e If requested rate is not available, the next 
available rate will be assigned. 


te 


*Most other major credit cards are accepted for 
payment uponarrivalat hotel. 


| desire a room 
equipped for 
handicapped persons. 


Amusement Operators Expo ’86 
c/o Play Meter Magazine 

P.O. Box 24970 

New Orleans, LA 70184 


Amusement Operators Expo ’86 
c/o Play Meter Magazine 

P.O. Box 24970 

New Orleans, LA 70184 


Amusement Operators Expo ’86 
c/o Play Meter Magazine 

P.O. Box 24970 

New Orleans, LA 70184 


be beaten by entering a string of num- 
bers through the key pad, and you 
don’t even need a credit card! 

11. I was impressed by the people 
who developed this phone. Marc 
Tobias, ATS’s co-founder and direc- 
tor, is arecognized expert in telecom- 
munications and has more than 15 
years of “street education.” He is a 
lawyer (which programs him into the 
criminal psyche), has been a security 
consultant to the governor of South 
Dakota, and served as assistant attor- 
ney general of South Dakota. Now 
that the statute of limitations has 
passed, he revealed to me that he 
spent much of his time as an under- 
graduate at the University of Nebra- 
ska working on ways to beat the Bell 
pay phones on campus. He and! could 
stay up all night just talking about the 
ways to get free credits, coins, or 
merchandise from coin-operated 
equipment. Bill Tighe, ATS’s senior 
vice president, has 32 years of Bell 
System experience. He graduated 
from St. Peter’s College in Jersey 
City, N.J., in 1959, sol know he also is 
street smart. Irving Green, Yonkel, 


and his staff bring ATS more than 40. 


years of experience in the vending and 
game business. And Bill Smith, 
national service manager, has acquired 
an extensive background in electronic 
communications working in the Uni- 
versity of Denver’s physics depart- 
ment and at Tufts University. 

12. The front panel pulls out to a30- 
degree angle for service, much like a 
laundry bin. Once fully forward, the 
panel locks into position to avoid the 
possibility of a technician getting his 
fingers crunched. 

13. A choice of colors (black or 
yellow) and the optional wood-grain 
indoor enclosure (available in walnut 
or oak) make the ATS an attractive 
addition to any location. 

14. A cigar-box size portable com- 
puter is needed to make collections. 


Mah 


The Henry WT Mali & Co |. Inc 
257 Park Ave South 
New York N Y 10010 
Order Dept 800-223-6468 
NY 212-475-4960 
TWX 710-581-5522 


Call TollFree: (800) 223-6468 
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This computer receives a bar code 
that goes along with the coin box to 
the counting facility. The collector 
doesn’t have to write anything down. 


Present disadvantages 
of private pay phones 

1. There is no foolproof way to 
prevent stolen credit cards from being 
used. The use of stolen cards would be 
limited logically because each call is 
recorded, and a thief would think 
twice before calling friends, family, 
and business associates and tipping 
their phone numbers to authorities. 
It’s a federal crime to use a stolen 
credit card for an interstate call. 

2. According to my sources, it is 
not legal for a pay-phone operator to 
put an arbitrary dollar limit (the phone 
is certainly capable of doing this) ona 
credit-card call. Doing this would limit 
potential operator losses. There must 
also be a law passed that would give a 
pay-phone operator a fixed percent- 
age for all AT&T credit-card calls 
made from his phones. 

3. It’s an unknown as to how to 
compete with Bell, which has more 
than 100 years of experience, not to 
mention the political connections and 
ties developed over that period. It may 
be like fighting a conventional war with 
China on Chinese territory using 
bows and arrows. Working with a 
competitor like Bell may mean dealing 
with waves and waves of lawyers 
descending upon weak operator asso- 
ciations and individual operators 
armed with legal mumbo jumbo. Can 
operators form stong national asso- 
ciations and work together and agree 
on anything? Or will it be just a matter 
of time before bootleg pay phones 
appear on the streets? 

4. | think many operators (both 
current and newcoming) will rush out 
offering locations high commissions, 
making it impossible for anyone to run 
a profitable operation. Only AT&T 


and the pay-phone manufacturers will 
benefit, if this is what goes down. 

5. I haven’t seen a completed pro- 
duction run of pay phones yet that has 
been operated in the field by just 
regular operators. What I’ve seen is 
testing done with phones that were 
made with just alittle extra care to give 
that extra edge to produce favorable 
results. 

6. The private pay-phone industry 
has been so screwed up during the 
past year that the public may be some- 
what negative on the subject. Many 
pay phones were installed that just did 
not work. Most of them have been 
replaced with the original Bell phones. 
How are you going to convince aloca- 
tion to take another chance? Just look 
at how effective Bell’s advertising 
Campaign against regular phone 
manufacturers is. How can you not 
believe Andy Griffith? 

7. With a diamond saw and the 
knowhow, any Bell pay phone can be 
beaten. But we are not talking just 
about theft of coins; we’re talking 
about being charged for calls that we 
operators can't collect on. This is 
something operators of coin-op equip- 
ment have never had to deal with. It’s 
worse than getting phony money in 
your bill changers. 

In summary, I would advise opera- 
tors to do more research and proceed 
with caution. The ATS phone appears 
to be one of the best (if not the best) on 
the market, but it still can be 
improved. Don’t permit credit-card 
calls for any local calls, and make sure 
you get your fair share of all calls 
made. Don’t let your phone accept 
collect calls (the ATS phone won’t). 
Good luck. There is plenty of money 
to be made in the pay-phone business. 

I can be reached at Alpha-Omega 
& Sales, 6 Sutton Place, Edison, N.J., 
08817, (201) 287-4990 for further infor- 
mation. 

As always, keep cranking! e 


Billard Cloth 


#824—Plain. #924—Rubberbacked 
Fast-Playing. Long-Wearing cloth for 


coin-op tables. 


Available through your distributor. 
Write or callfor color card. 
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Tax Tips 


By 
Jeffery | 
Rosenthal 


From time to time businesses and 
individuals find themselves over- 
extended. We will attempt to outline 
the options for both creditors and 
debtors. 

The first action you should take is 
a complete study of the facts. Analyze 
your cash flow (money in/money out) 
and determine the extent of your 
indebtedness. 

And then begin the process of 
cutting costs. Nothing is above con- 
sideration. Cut all unnecessary 
expenses, including payroll. Experts 
will tell you, do not go out and borrow 
for this purpose. I will add that you can 
borrow to resolve this problem, but 
only after you find the hole that your 
cash is flowing through and close it. 

After gathering the basic facts, you 
should develop a liquidation balance 
sheet, astatement of the worth of your 
assets (sold under duress), and your 
liabilities. If you have more assets than 
liabilities, your creditors may expect 
you to sell some of your assets to 
cover the debt. 

This is where many debtors make 
the biggest mistake by avoiding any 
contact with creditors. Discuss your 
situation with creditors. Most will be 
sympathetic and offer advice and 
suggestions. 

The second biggest mistake is 
failure to retain professional help. If 
debts are personal, like charge cards 
and the like, you can get budget and 
credit counseling. Counselors are 
trained to advise you on money man- 
agement and credit problems. 

A counselor will help with a solu- 
tion, mapping out a budget, suggesting 
ways to reduce expenses, or helping 
with a plan for paying off debts. Many 
creditors respect these plans and will 
often freeze additional interest 
charges if you honor the plan. Your 
local United Way office may be able to 
help find counseling. 

An attorney is knowledgeable in 
reorganizations and bankruptcy. The 
courts or the local Bar Association 
can help you find an attorney who 
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specializes in reorganizations and 
bankruptcy. However, a word of 
caution, get a good one. Don’t simply 
call the attorney who handled your 
divorce or call your cousin. It will be 
worth the expense to get an attorney 
who specializes in bankruptcy law. 
You can't afford inexperience. For an 
out-of-court reorganization expect to 
pay between $3,500 to $7,000 ($200 an 
hour). For a court reorganization or 
liquidation expect to pay between 
$7,000 to $10,000. The attorney will 
outline your options and if your busi- 
ness debt also involved security 
interests or personal guarantees, that 
also will be discussed. 

The extreme option is total bank- 
ruptcy where assets are sold to the 
highest bidder. The next options are 


Bankruptcy Options 


bankruptcy reorganization or bank- 
ruptcy liquidation. A less caustic 
approach is the out of court reorga- 
nization which is the less formal 
Chapter 11. 

The new Bankruptcy Court 
system became effective on April 1, 
1984. Under this system most debtors 
are eligible for a discharge only once 
every six years. However, in Chapter 
13 (Wage Earner Bankruptcy) the 
six-year bar does not apply to the 
debtor who pays 70 percent of 
unsecured claims under a repayment 
plan in good faith representing the 
debtor’s best efforts [11 U.S.C. 
727(a)(9)]. 

The Federal Bankruptcy Law has 
two major purposes: (1) to provide for 
fair treatment of creditors; and (2) to 


Tough Law on 
Auto Expenses Update 


Reporting on tax law changes is 
like taking a snapshot of a moving 
train. Suchis the case on the new rules 
for auto expenses. 


Prior to 1984, all that was required 
to substantiate auto expenses was 
“adequate records of sufficient 
evidence corroborating the taxpayer’s 
statement. Oral substantiation was 
permitted if by someone else.” With 
the Tax Reform Act of 1984, Congress 
sought to impose harsher rules. The 
new rules called for an adequate daily 
log of the use of your auto. 


Your anger|/and outrage was well 
noted in Washington when on the 
week of April 5,1985, both the House 
and Senate passed legislation (H.R. 
1869) that would effectively repeal the 
contemporaneous recordkeeping 
rules for cars, computers, and other 
listed property that were enacted last 
year. 


And on May 1, 1985, House and 
Senate conferees quickly settled the 
differences between the House and 
Senate versions. Essentially the pre- 
1984 rules have been restored. 
However, on the tax return, the tax- 
payer would have to answer questions 
as to whether there is written substan- 
tiation, the number of miles driven 
during the year, percentage of per- 
sonal use claimed, and whether the 
car is available for personal use. The 
effective date of the new legislation 
would be January 1, 1986. The pre- 
1984 rules would apply for 1985 but 
the questions about substantiation 
would appear on 1985 returns. 

As for the Investment Credit, and 
depreciation changes, these limits 
were set: $675 of Investment Credit 
annually for the first year and, depre- 
ciation of $3,200 for the first year and 
$4,800 annually thereafter. The effec- 
tive date here is April 2, 1985. * 
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provide overburdened debtors with a 
fresh start. Though essentially federal 
law, the Bankruptcy Code looks to 
state law for the resolution of some 
bankruptcy issues. 

The two officials responsible for 
administering the debtors’s estate are 
the trustee, responsible for collecting, 
liquidating, and distributing the estate, 
and the judge who supervises the 
activities of trustees and renders 
judicial decisions. 

The purpose of Chapter 7 (liquida- 
tion proceeding) is to convert the 
debtor’s non-exempt assets into cash, 
to distribute this cash in accordance 
with the scheme of distribution pro- 
vided by the Bankruptcy Code, and to 
grant the honest debtor (individual, 
partnership, or corporation) a dis- 
charge from most of the remaining 
debts. The trustee has broad powers 
to collect the property for the estate 
and to avoid transactions that impro- 
perly dissipate the estate. An individ- 
ual debtor may exempt certain pro- 
perty from the estate. To the extent 
that funds permit, the remaining pro- 
perty is distributed to priority unse- 
cured creditors and then to others. The 
security interests of secured parties 
do not become a part of the estate. 
Secured creditors are paid in full if the 
collateral is sufficiently valuable. 

There are several grounds for a 
general denial of a discharge; and cer- 
tain kinds of debts, such as alimony, 
are exempted from the discharge. A 
debtor is required to appear in person 
before the Bankruptcy Court to 
receive his discharge. The court 
warns the debtor about the legal effect 
and consequences of any reaffirmation 
agreement; and the court determines 
whether any reaffirmation agreement 
the debtor wishes to make complies 
with the requirements of the code. 

The main purpose of a Chapter 
11 (Business Reorganization) is to 
allow a financially troubled firm to stay 
in business while it undergoes a pro- 
cess of financial rehabilitation. Most of 
the rules, regulations, and principles 
that apply to Chapter 7 also apply to 
Chapter 11. Of special significance to 
reorganization cases include the role 
of the creditors’ committee(s), the 
content of the plan for the satisfying 
creditors’ claims, and the require- 
ments for the confirmation of the plan. 


Role of the creditors’ committee 
As soon as practical after the court 

enters an order for relief under 

Chapter 11, the court must appoint a 
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committee of unsecured creditors, 
but may not preside at the initial meet- 
ing. Generally, the committee consists 
of the seven largest unsecured credi- 
tors. However, a committee formed 
prior to the order will become the offi- 
cial committee if it was faily chosen and 
is representative of the claims against 
the debtor. At the request of a party in 
interest, the Court may change the 
composition of the committee to make 
it representative, and may appoint 
additional committees, such as acom- 
mittee of equity security holders [11 
U.S.C. 1102], 

The committee’s duties include 
investigating the financial affairs of the 
debtor; determining whether the busi- 
ness should continue operating; 
determining whether to request the 
appointment of a trustee to displace 
the debtor in possession; and con- 
sulting with the debtor or trustee in 
the administration of the case [11 
U.S: C:. 1103]. Subject to. court 
approval, the committee may select 
lawyers, accountants, and other 
agents to represent or to perform ser- 
vices for the committee. 


Plan for satisfaction 
of creditors’ claims 

Either the debtor or an interested 
party may file a plan for reorganiza- 
tion. For the first 120 days after the 
order date only the debtor may file a 
plan (unless a trustee had been 
appointed). Then the debtor has an 
additional 60 days to obtain creditors’ 
acceptance of the plan. The time 
allowed the debtor for filing and 
obtaining acceptances may be reduced 
(or extended) “for cause,” such as the 
debtor’s unreasonable delay in pro- 
posing a plan [11 U.S.C. 1121]. After 
the necessary acceptances, the plan is 
presented to the court for confirma- 
tion. 

A plan of reorganization must do 
the following five things: (1) designate 
classes of claims and ownership 
interests; (2) provide the same treat- 
ment for each claim or interest or a 
particular class unless the holder of a 
particular claim or interest agrees toa 
less favorable treatment; (3) provide 
adequate means for carrying out the 
plan; (4) if, the debtor is a corporation, 
prohibit (in the corporate charter) the 
issuance of nonvoting equity securities 
and protect the voting rights of 
security holders; and (5) in the selec- 
tion of officers, directors, and trustees, 
contain only provisions that are con- 
sistent with the interests of the credi- 
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TIMELY 
TO THE INDUSTRY 


504/488-7003 


WHAC-A-MOLE 


Everyone loves Whac-A-Mole! 
Customers love to play and you'll 
love the way it pays. We have been 
building popular and dependable 
games for over a decade. Call and 
let us tell you more about our 
entire line of successful games. 
Ask about our distributor discount. 


Bob’s Space Racers, Inc. 
427 15th Street, Daytona Beach, 
Florida 32017 
Telephone: 904-677-0761 


Manufactured in the U.S.A. 
Makers of amusement games since 1970 


SPECIAL NOTICE 
purchase your used equipment from 


NEW ORLEANS NOVELTY CO. 


In business for 50 years! 
International reputation for selling the 
finest used videos, flippers, & amusement 
games available anywhere. 


EACH & EVERY GAME BEAUTIFULLY 
REFINISHED LIKE NEW BY EXPERTS 
All games authentic legal factory models 
GET ON OUR MAILING LIST FOR OUR 
LATEST PRICE BULLETINS OR CALL 
Rose, Eddie, or Jean for latest prices 
3030 No. Arnoult Road 
Metairie, LA 70002 * 504/888-3500 
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tors, security holders and public 
policy. 


Confirmation of the plan 

Confirmation is when the bank- 
ruptcy court approves a plan of 
reorganization thereby giving effect to 
its provisions. The court may confirm 
a plan only if the requirements of the 
Bankruptcy Code are met [11 U.S.C. 
1129(a)]. Confirmation is binding 
upon all parties. 


Grounds for denying discharge 
include the debtor’s fraudulent trans- 
fer or concealment of property (within 
one year before filing a bankruptcy 
petition) with intent to injure; delaying 
or defrauding acreditor or an officer of 
the estate; unjustifiably concealing or 
destroying business records or failing 
to keep adequate business records; 
making a false oath, a fraudulent 
account, or a false claim in connection 
with the bankruptcy case; failing to 
explain satisfactorily any loss of assets 
or deficiency of assets to meet the 
debtor to obey lawful orders of the 
court [11 U.S.C. 727], 


The Bankruptcy Code makes a 
significant departure from prior bank- 


A SUZO STICK... 


ruptcy law regarding denial of dis- 
charge. Under prior law, a debtor 
could be denied a discharge for 
obtaining money or credit on the basis 
of a materially false financial state- 
ment, whether it was prepared by the 
debtor or not. Financial statements 
are difficult to construct with total 
accuracy; yet, any omission, even of a 
long forgotten contingent liability 
(such as co-signing a promissory 
note), can render a financial statement 
materially false. Also some lendors 
make a practice of hurrying borrowers 
through the process of listing creditors 
intending later to use omissions to 
oppose the debtor’s discharge. To 
combat such practices, the Bank- 
ruptcy Code does not list as a ground 
for denial of discharge the issuing of a 
false financial statement. 

A discharge is not an automatic 
protection against the payment of dis- 
charged debts. As many debtors have 
been shocked to learn, the discharge 
must be pleaded by the debtor as a 
defense to any action subsequently 
brought to enforce a discharged debt. 
Chapter 13 permits individual debtors 
(wage earners and others except 
stock and commodity brokers) to 


develop a repayment plan and upon 
the completion of payments under the 
plan, to receive a discharge from most 
remaining debts [11 U.S.C. 1328]. 

Chapter 13 is available to any 
individual who has regular income, 
unsecured debts of less than $100,000, 
and secured debts of less than 
$350,000. The debts must be non- 
contingent and liquidated; that is, they 
must be owing and unpaid at the time 
of the debtor’s application for relief. 
Much of the Bankruptcy Law previ- 
ously discussed applies to Chapter 13 
too. Typically, the plan proposed by 
the debtor will be either acomposition 
or an extension plan. Regardless of 
the plan, the debtor must give the 
trustee control of the debtor’s future 
income, payments of claims, and the 
debtor has the benefit of injunctive 
relief against creditors while the plan is 
being carried. 

Payment under a plan (whether 
composition or extension) must be 
completed within three years after 
confirmation, or within five years if the 
court approves. e 


Jeffrey Rosenthal is an operator anda 
tax accountant in New York. 


_— 
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pieter de hoochstraat 40 
3024CS rotterdam - the netherlands 
tel.:.0031-10 


766399 telex: 24392 
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Atari Games Corporation has 
introduced Gauntlet, a video game 
that incorporates many of the charac- 
teristics of popular fantasy role-playing 
games, including a medieval setting in 
which players act out fantasies of 
combat and conquest. The game, 
which allows up to four players to play 
simultaneously, has one of the highest 
test-earnings records of any Atari 
game. 

Each player assumes the role of 
one of four characters: Thor the 
Warrior, Thyra the Valkyrie, Merlin 
the Magician, or Questor the Elf. 

New players can enter a game in 
progress any time. Players work 
together or alone to destroy waves of 
attacking monsters and compete for 
food, treasure, and magic potions. 
Players also must explore mazes to 
find exits to higher levels. Playing 
cooperatively improves players’ 
chances for survival. 

How long players last depends on 
their health, which they lose over time 
and by coming in contact with mon- 
sters. They can regain health by con- 
suming food found on the screen or 
depositing more coins. Players also 
can collect treasure for extra points 
and, when two or more are playing, to 
increase their score multiplier. 

Gauntlet has excellent play depth 
and offers more than 100 mazes. If a 
player survives long enough, mazes 
are repeated in a different order. The 
Game uses audio cues and video 
messages to encourage players to 
deposit more coins to continue play. 
Audio also is used to give special 
player instructions and increase 
players’ identification with the charac- 
ters whose roles they take. 

Operator options include a com- 
prehensive coin accounting and statis- 
tics package in Self-Test; eight diffi- 
culty settings; an Auto High Score 
Table that automatically resets to 
factory scores and initials after 2,000 
games, but no less than 200 games 
since the last player-entered initials; 
and 32 health-per-coin settings rang- 
ing from 100 to 2,000 units. Initial buy- 
in can be set for one, two, three, or 
four coins. 

Gauntlet weights 293 pounds and 
is 29% inches wide, 39 inches deep, 
and 66 inches high. 
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HT-4000 
Pay Phone 


Tiffany Telecommunications Com- 
pany of Englewood, Colo., and Bow- 
man, N.D., has announced the release 
of their newest model pay phone, the 
HT-4000, a “true pre-pay phone” that 
will replace and update the HT-2000 
phone. 

TTC’s newest generation pay 
phone uses simplicity and common 
sense in engineering and production, 
from the electronic printed circuit 
board’s computer program to the 
graphics and instruction cards. 

According to TTC vice president 
David Olmsted, “Our new model has 
all the features of Ma Bell’s phone, and 
I am totally satisifed that we have the 
versatility and reliability built in.” 

In January 1986, TTC plans to 
introduce a new combination coin- 
credit card pay phone model HT-6000. 

TTC also intends to unveil its new 
Plan B, a system designed to generate 
additional and continuing income 
from pay phones after the sale of a 
phone to the end user. 

Further details on Plan B and the 
new model pay phones are available 
from TTC’s office at 412 Highway 12, 
Bowman, N.D., 58623, or call (701) 
523-3382. 
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Tonk-A-Phone 
202E and 202F 


Tonk-A-Phone has introduced two 
new wall telephones adapted from the 
company’s Model 202 Local/Long 
Distance Series. 

Both of the new models—the 202E 
and 202F—are designed to meet the 
needs of the end user by incorporating 
the conventional method of coin- 
acceptance and general operation as 
their AT&T counterparts. The phones’ 
local/long distance and toll selection 
feature operates independent of the 
telephone company by using state-of- 
the-art microprocessor-printed cir- 
cuitry and McGraw Hill’s on-line tele- 
phone data bank. Both models can 
make all long-distance and zone calls, 
and they can be customized for very 
large metropolitan areas in which 
there are many individual toll rates. 

The 202F contains processor- 
driven spoken instructions that help 
callers make long-distance and toll 
calls by verbally determining a specific 
rate charge from a given point to its 
destination. 

Both phones are 100 percent pre- 
pay, with escrow, by means of an elec- 
tronic jam-proof multi-coin mecha- 
nism. Using a standard business- 
telephone line and electrical connec- 
tion, and offering free 800 and 911 
emergency capabilities, both models 
are designed for inside use with true 
touch-tone dialing and a 16-gauge 
brushed stainless-steel cabinet. 

Suggested retail prices are $1,495 
for the 202E and $1,695 for the 202F. 
For more information, call (612) 471- 
0126. 


Bally Sente of Sunnyvale, Calif., 
has introduced a new miniature golf 
game in video game format. The name 
is Sente Mini-Golf and Bally Sente’s 
director of marketing and sales, 
Bernie Powers, has a positive outlook 
on the one- to four-player, top down, 
electronic miniature golf game. 

According to Powers, “It has 
strong familiarity that will draw players 
from every age group. There aren’t 
too many of us who haven’t partici- 
pated in the real-life game because 
walk-around courses have been a 
recreational choice since 1929. We all 
remember the windmills, traps, trick 
door, and water holes that both. 
challenged and entertained us. That 
same enjoyment can be found in our 
video game version.” 

Sente Mini-Golf is available in the 
upright as a one- to four-player and in 
the cocktail style cabinet as a one- or 
two-player game. 

Experienced staff members who 
developed the new product are: 
Dennis Koble, project leader for Sente 
and director of software engineering; 
Roger Hector, senior vice president of 
engineering; Gary Johnson, graphic 
designer; and Jesse Osborne, sound 
designer. 

Here’s how the game plays. One- 
to four-players may participate. There 
are 18 challenging holes and a tee- 
select switch allows the player to 
select one tee-off position for each 
hole. The controls consist of a track- 
ball by which the player directs and 
hits the golf ball. Each player starts 
with three holes and additional holes 
are earned by shooting below par on 
any hole. The scores are recorded not 
only in bonus points but also as acom- 
parison to par. 

The game has an operator adjust- 
able feature which alllows add-a-coin 
options for the players to continue 
playing the game. This option allows 
play continuation once throughout 
each game for each player, and it is 
disabled on the last four holes. 

The Sente Mini-Golf SAC PAC 
also premieres a new program in con- 
junction with Video Operators Chil- 
drens Alert Line (V.O.C.A.L.). Pic- 
tures and descriptions of two missing 
children are features in the attract 
mode graphics. 
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Pacer Poker 


Digital Controls introduced its 
new countertop poker game, Pacer 
Poker, at the 1985 AMOA Expo. 

Named after designer Michael 
Pace, cofounder of Digital Controls 
and developer of the video poker 
game, Little Casino, Pacer Poker is a 
skill-based, mechanical draw poker 
game. 

“Pacer Poker is the result of what 
we have learned through five years of 
servicing the countertop poker 
market,” indicated Tom Siemieniec, 
Digital Controls national sales man- 
ager. 

Unlike video poker games that 
have computers pick the cards for the 
player, Pacer Poker lets the player use 
skill to determine his own hand by 
anticipating the roll of the deck. Even 
though Pacer Poker allows for leisure 
play, the reel will stop on its own if a 
player waits too long to pick a card. 

Pacer Poker is not a gambling 
device and is designed to be legally 
operated in any U.S. jurisdiction. The 
game awards points to winning hands, 
never credits. And its skill factor 
allows Pacer Poker to be operated 
legally in areas where some amuse- 
ment-only video games have been 
disallowed. 

Pacer Poker has a contemporary 
wood grain cabinet and sleek metal 
front plate designed to attract player 
attention. It is compact in size and 
takes up less bar space than any of the 
earlier video poker models. Bright, 
flashing lights attract player interest 
and make game instructions easy to 
read and game play more enjoyable. 
Musical themes and electronic sounds 
enhance game play. 

Pacer Poker features 18-gauge 
steel construction, %-inch tempered 
glass, and is impervious to liquids. 
Each reel is driven by its own stepper 
motor, and controlled by a single 6809 
based processor printed circuit board. 
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Status Game Corporation has 
introduced Status Systems, its new 
interchangeable video system. By 
using one-board Status Systems, 
operators can convert any of their 
existing Or upcoming new games 
simply by purchasing a satellite board 
at a low cost. The conversion can be 
made on location in five-to-10 minutes. 

Status System updates give opera- 
tors all the equipment needed to give 
their games a brand-new look that 
stimulates player appeal on location. 

Games currently available for the 
Status System are Fun Casino and 
Triv-Quiz I, II, III, IV, Special Edition, 
Sex, and Sports. Two new games for 
the system were to be premiered at 
the October AMOA Show in Chicago. 

For more information on the 
Status System, call (203) 666-1960. 


Terra Cresta 


Terra Cresta is the second 16-bit 
video game conversion kit marketed 
by Nichibutsu USA. The new kit’s 
68000-based hardware allows more 
color, greater detail, and more inde- 
pendent moving objects than conven- 
tional 8-bit hardware. 

Terra Cresta is a shooting game in 
which the player controls Winger to 
fight the mighty Mandolar, an evil 
giant that has awakened sleeping 
dinosaurs to again walk the earth. 
Mandolar’s large air force is equipped 
with powerful Base ships and his 
armies have established ground for- 
tresses. By capturing hangars that 
contain vital components, Winger can 
become more powerful and make a 
formation attack. Components can 
transform Winger into Terra Cresta, 
and when all four components are 
docked, a great flaming firebird domi- 
nates the skies. 

For more details and price infor- 
mation, contact your local distributor. 


Williams Electronics has intro- 
duced a new pinball, Comet, which is 
supposed to be the first game that 
offers the player achance to score one 
million points on a single shot. 

The player must light four rollover 
buttons at the top of the playfield and 
execute the shot. 

Besides the upper right hand 
corner million-point shot, the game 
includes a curling ramp which returns 
the ball to the plunger. 

The game’s graphics depict a roller 
coaster ride, and the name suggests 
Halley’s Comet which, after a 76 year 
journey, appears again in the sky. The 
sensation of the return of this fabled 
comet should draw additional aware- 
ness to the game. 
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Mark Darts 
4500 Econo 


English Mark Darts 4500 Econo is 
Arachnid’s new electronic dart game 
with new features and a lower price. 

The 4500 Econo uses durable 
Lexan top and bottom panels, and a 
new touch-switch front panel elimi- 
nates all mechanical buttons from the 
front of the game. Maintenance has 
been simplified on the 4500 with easy 
removal of the mother board, fast bulb 
changes from the back, and fewer 
electrical components. An attract 
mode has been added, as well as a 
three-shot practice limit to discourage 
free play. 

Like the 5000 Elite, the 4500 
Econo, uses Arachnid’s patented 
scoring system and the traditional 
yellow, black, and rainbow colors. The 
4500 Econo still has the most popular 
games, with 25-cent and 50-cent plays, 
and a one-year warranty to back it up. 

For more information, write 
Arachnid, Inc., 6421 Material Ave., 
Rockford, Ill., 61132, or call (815) 654- 
0212 or, toll-free, 1-800-435-8319. 
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MB501 Prepay 
Pay Telephone 


Ma Best Telephone Products has 
announed its new Model MB-501 
Prepay Pay Telephone for direct sale 
to retailers, restaurants, airports, gas 
stations, convenience stores, and 
others. 

Housed in a steel cabinet, the 
FCC-registered MB-501 uses micro- 
processor-designed electronics to 
provide standard pre-pay features 
using nickels, dimes, and quarters for 
local and long-distance calling. 

Several available options can be 
set using small switches inside the MB- 
501. Options include: 411 or 1/411 
either can be free or charged at 25 
cents a call; long distance can be 
charged either at 75 cents or $la 
minute; local calls can be timed for 
three or four minutes or can be allowed 
unlimited time. 

Standard features include: 911 and 
1/800 calls are free; 011 (overseas), 
611, and 976 (local toll) calls are 
restricted and cannot be dialed; on all 
timed calls, local or long-distance, the 
caller hears a beep-tone reminder to 
deposit more money 20 seconds 
before the allowed time expires. 

A patent-pending circuit in the 
MB-501 determines when a call has 
been completed by monitoring con- 
versation both ways before accepting 
deposited coins. Deposited coins are 
held in an escrow bin until a call has 
been completed. Coins are returned 
when a call is unanswered. 

All MB-501 components can be 
replaced in the field, and special 
technical talent is not needed to make 
field repairs. 

Warranted for one year, the MB- 
501 is manufactured in the U.S. using 
only new parts and components. 

For more information, write Ma 
Best Telephone Products, 5301 Laurel 
Canyon Blvd., North Hollywood, 
Calif., 91617, or call (818) 760-8500. 


Aids to the Trade 


Electronic 
components brochure 


Frederick Components Interna- 
tional, Ltd., (FCI) has released a new 
short-form catalog of its standard and 
custom electronic components. 

The four-page brochure details 
FCI’s AC and DC ans, switching 
power supplies, custom cable assem- 
blies, connectors, customer trans- 
formers, and custom keyboards and 
keypads. 

For a copy of the catalog, write 
FCI, 20806 Plummer St., Chatsworth, 
Calif., 91311, or call (818) 354-0660 or, 
in California, (818) 882-0868. 


FCI - 


expanding with 
today’s marketplace _ 
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Answer supervision 
module 


DLL has introduced its Answering 
Supervision Module 5001 (ASM 5001) 
which will monitor a call’s progress 
and detect an answer. 

The module continuously moni- 
tors line conditions and makes logical 
decisions with the use of a micropro- 
cessor and software. The ASM 5001 
can be used in automatic and tele- 
marketing dialers and modems in 
addition to coin phones. 


For more information, write DDL 
Com Con, Inc., Cornell Industry 
Research Park, 140 Langmuir Lab, 
Ithaca, N.Y., 14850, or call (607) 257- 
0333. 


Coin 
counter/packager 


Scan Coin has announced that its 
Model 3001 electronic coin counter/ 
packager is available at a reduced 
price: $1,195 (FOB factory). 

The unit has an electronic control 
panel with digital display, front and 
side bagging attachments, a foot- 
control switch, coin-insert holders, 


- and a single-knob control for size 


setting. The 3001 processes up to 
3,000 coins a minute and operates at 
67 decibels, about the same noise level 
as a typewriter. 

For more information, write Scan 
Coin, 203 Elden St., Herndon, Va., 
22070, or call 1-800-336-0185. 


Desoldering 
handpumps 


A complete line of desoldering 
handpumps now is available from 
A.P.E. Corporation. Model DP-1 fea- 
tures all-metal construction and an 
anti-static tip. Model DP-2 is anti-static 
and conductive with a conductive tip. 
Model DP-3 is a large-capacity plastic- 


construction desolderer. Model DP-4 
is all-plastic and spring actuated on the 
return. Model DP-5 is spring-actuated, 
conductive, and anti-static with anti- 
Static tip. 

Available from distributors nation- 
wide for less than $13, the five models 
are guaranteed to meet or exceed any 
desoldering pump requirements 
worldwide. 

For more information, write Auto- 
mated Production Equipment Corpo- 
ration, 142 Peconic Ave., Medford, 
N.Y., 11763, or call (516) 654-1197. 


Truck tops 


Gem Top has introduced the 
Navajo Chief truck top for short-box, 
full-size pickups and the Navajo Brave 
top for compact pickups. 

Both tops are formed of ABS/ 
polymer rovel to withstand extreme 
temperatures and were designed for 
impact strength and outdoor dur- 
ability. The Navajo Brave offers two- 
tone paint as an option. 

For more information, write Gem 
Top, 8811 S.E. Herbert Ct., Clacka- 
mas, Ore., 97015, or call (503) 659- 
Siac: 
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Aids to the Trade 


Portable 
soldering iron 


P.K. Neuses, Inc., has introduced 
the Portasol Portable Soldering Iron. 
Compact and self-contained, the 
Portasol doesn’t require a separate 
power source. It is butane-powered, 
reaches temperature in 25 seconds, 
and provides a range of 10 to 60 watts. 

Made of heat-resistant plastic, the 
lightweight iron can be returned to a 
tool box without cooling. Small 
enough to carry in a shirt or coat 
pocket using a built-in clip, the Por- 
tasol also is static-free and C-MOS 
safe for electronics applications. It 
operates for 60 minutes without refill- 
ing, and its replaceable tip is available 
in three sizes. 

For more information, write P.K. 
Neuses, Inc., 1401 Rohlwing Road, 
Rolling Meadows, IIl., 60008. 


Tubular padlocks 


American Lock Company has 
introduced its Series 7000 tubular 
padlocks, which feature double-ball 
locking-shackle design and hardened 
solid-steel bodies. 

Each of the locks has a hardened- 
steel cover plate that protects the 
seven-pin tubular cylinder from 
pulling. The cylinder contains anti-drill 
features. 

Keyable to American Lock, Chic- 
ago (Ace), and Fort (Gem) cam locks 
and inner-cylinder (popout) locks, 
Series 7000 padlocks also can be 
keyed to exisitng American Lock 
HT15 and T-900 padlock models. The 
locks are available in varying body 
widths and shackle lengths. 

For more information, write Amer- 
ican Lock Company, 3400 West 
Exchange Road, Crete, Ill., 60417, or 
call (312) 534-2000. 


Durable 
Storage/Transport 


Pinckney Molded Plastics, Inc. of 


Howell, Michigan, has introduced the 


Durable Storage/Transport (DST™) 
pallet, a multi-purpose pallet ideal for 
vending machine operations. 

Molded from engineered polypro- 
plene,the DST features an optional 
GridLoc attachment, a 17-inch high 
series of interlocking sidewalls for 
container-style storage/transport. 

DST also has a four-way blade 
entry system and a smooth, friction- 
free base, to maximize handling, con- 
veying, and loading. DST can accom- 
modate bar code operations, and is 
available in a choice of seven molded- 
in colors, to further aid inventory con- 
trol. 

Impervious to chipping, cracking, 
rust and corrosion, DST pallets area 
practical alternative to wood pallets 
and/or wire baskets. They have a 
working life of up to ten years. 

The standard DST pallet is 32 
inches square and seven inches high. 
It weighs 38 pounds and has an even- 
load rating of 3,000 pounds, with or 
without the GridLoc attachment. 

The DST pallet is available from 
Pinckney Molded Plastics, Inc. 

For more information, contact 
Pinckney Molded Plastics, P.O. Box 
1199, 3970 Parsons Road, Howell, 
Michigan 48843. Telephone 517/546- 
9900. 
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Working Partner Needed 
for one of the most 
popular amusement 

centers on N.C. Coast. 

17,500 sq. ft. building. 

Fronts Ocean @ Fast Growing 
Area ® Good Investment 
GEE AMUSEMENT CoO. 
Box 901 @ Nagshead, NC 27959 
919/441-6158 


a RK I Aa RR AK 
GAME AUCTION 


Indianapolis, Indiana 


Saturday, December 7 
11:00 A.M. 


OVER 200 GAMES 


Big Red Barn, Zionsville 
Exit 130 off Interstate 65 
10 Miles NW 
of Indianapolis 
2K 2K 2 2 3 2 2 2K 2 2k 3k ok ok 2K ok OK ok 2K Ok ok 
VIDEO e PINBALL 
POOL TABLES e JUKEBOXES 


80 late model games 
from arcade closing 
2K A 2 2 ie ake oe oe ake 2 2 2 OK 2K 2k 2 OK OK Ok 


Auctioneer: 
Don Young, 317/769-3266 


Sales Manager: 
Ric Stephan, 812/332-0568 


2415 West Amherst 
Bloomington, IN 47401 


Game Auction 
Indianapolis, Indiana 
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PAYPHONES—$69 
As extensions. Or ready to profit 
from $295. Genuinely F.C.C. 
registered! Or. an economical 
model $164. Zero & info. options 
for free or 25¢. Free 911, timed 
calls. Built like a tank. 

608/582-4124 or 2368 Anytime. 


Video Connection 
CONVERSION KITS 


Birdie King II (track ball) 
Centipede (w/track ball) 
Cyruss (fast kit Stern) 
Do! Run Run 
Kicker™ (Konami®) fast kit* Stern . 
super low price 
Mario Bros. (fast kit* D.K.)......... 195 
Miss Pac-Man (cocktail table) 
Moon Patrol (kit) 
1942 (Romstar) 
Rush’n Attack™ (Konami®) 
Samurai (Taito) 
Savage Bees (Capcom) 
simultaneous play 
Shanghai Kid (Hot kit) 
Street Heat (fast kit* D.K.) ......... 
TNK IIE (hot Tank kit) 
10-Yard Fight (fast kit* Defender) ... 
Two Tigers (fast kit* Tron) 
Up ’N Down (hot driving kit) 
VS. UniSystem (Nintendo) 
Video Trivia (w/adult sex category) . . 
*Fast kit includes: 
P.C. Board and control panel 
pre-wired for fast plug in. 


VIDEO CONNECTION 
930 Jeffrey Lane, Dixon, CA 95620 


916/678-5189 
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WANTED 


Used Countertop 
Triv Quizs by Status 


Harry’s Vending Co. 
213/541-6744 


© GRD © EE + 1D + SAD + Gr > HD © 
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GLASSIFIED 
ADVERTISING 


NEW 
PRODUCT 


$$++ DOUBLE ++$$ 
PLAY BOARD 


ALLOWS TWO GAMES 
TO OPERATE 
IN ONE CABINET 


SUBSTANTIALLY 
INGREASE REVENUE 


SEE OUR AD 
IN THIS ISSUE 


FOR INFORMATION CONTACT: 


DP ELECTRONICS 


16 North 3rd Street 
Harrison, NJ 07029 


201/484-0235 


ADVERTISE 
IN 


PLAY METER 
504/488-7003 
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Jukebox Operators 


We will buy your used 45’s 
Kindly call Joe Frank 


516/822-8877 


WANTED 
USED PC BOARDS 


CALL FOR QUOTES 


ELDORADO 
PRODUCTS, LTD. 
14816 Main Street 
Gardena, CA 90248 


213/516-9525 


WANTED | 
Philadelphia Skee-Balls, Model H with 
ticket dispenser, Whac-A-Mole $1 & $5 
changer by Rowe, Marble Madness, Hat 
Trick, Buggy Challenger (sitdown), TX-1 

(sitdown), Spy Hunter (sitdown) 
For Sale: Triple Crane 
Wanted: Namco Shoot Away 


M & PAMUSEMENT CO. 
717/848-1846 


Frank 
“The Crank” 


S 


SILISASALSALASDAALAAD AAA 


INVESTMENT 
OPPORTUNITY 
Record Vending Machine + Patents 
Dispenses SINGLES Records Only 


Best Offer 
May consider Real Estate 
or Participation. 
VENDOR 
Box 270564 
Corpus Christi, TX 78427 


Write: 


PLAN NOW TO 
ATTEND AOE ’86 


VENDING MACHINE LABELS 
Truck signs, badges, name plates of all 
kinds. Write for free catalog and samples. 

Seton 
Box AEU-1331, New Haven, CT 06505 


| PHOTO MACHINES 


WE BUY AND SELL 


CHEMICALS, FILM, PARTS 
BEST PRICES GUARANTEED! 
OVER NIGHT SERVICE IS YOURS WHEN NEEDED. | 


..HERE TODAY, THERE TOMORROW™ 
D HANNA 
P.0. Box 290777 © Davie, Florida 33329 
305/474-5888 
Established 1951 
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SATISFACTION GUARANTEED 3 


P.C.B. and PERIPHERY : 
EQUIPMENT AVAILABLE AT FACTORY COST! 
OUR QUALITY IS ALWAYS PERFECT. § 


SMALL AND LARGE ORDERS ARE SHIPPED 
PROMPTLY. (SE HABLA ESPANOL) 


465-72, DAPSIBRI-3 DONG. 


DONGDAIMUN-KU, SEOUL, KOREA 
PPA AMSA SNA A A cH ct 


FRANK’S CRANKS2 


FALL SPECIAL 


NEW GAMES 


Popo-A-SHOL.............. Call 

Kixx 
Hang-On 

Strike Zone Shuffle Alley 


CONVERSION KITS 


Many Reconditioned Pinballs 


The Operator’s First Choice 
6 Sutton Place @ Edison, NJ 08817 


10 Yard Fight ’85........ $ 399 Bos ee ceoniiaag 
- ek: be eae aaa 

Se Call for Details 
Indiana Jones ........... 745 
My IG... ws. ss... 845 
aoe Attack .......... a Call us today for complete 
SHANGHI KID... 843 fo) newness 
VS. UniSystem plus kit... 1095 reconditioned videos 
Trivia Madness.......... Call and pinballs. 

ALPHA-OMEGA-SALES 


aS 


Karate Champ, Marble Madness, 


Call Joe or Frank “The Crank” 


SILVER STAR ELECTRONICS 


TEL: 247-0931 
TLX: K32288 YCPARK 


RECONDITIONED 


Commando, Kung Fu Master, 


Millipede 


COMING SOON 


201/287-4990 
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LOUISE’S HARNESS SHOP 
Rt. 3, Box 
Prattville, AL 36067 


Video Game Harness and 
Donkey Kong Monitor 
Conversion Kit 
Prices start at $15. 
Write or Call 


205/365-1841 
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LEGAL GALAGA for $199 


A.P. Engineering converts Atari 
Dig Dug P.C. boards into Galaga 


24 hour turnaround 
1917 Huntington Street, Suite 3 
Huntington Beach, CA 92648 


714/969-1243 


Company Name . 

Name 

Address 

NG ee 
Visa Acct. No. 

Master Card Acct. No. 


Zip 


Authorized Signature 
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ALL AROUND 
THE CLOCK... 


No matter when your 
potential buyer reads 
PLAY METER, 
your ad is there... 
working for you. x 


ADVERTISING 
504/488-7003 


SKEE-BALLS 
ALL WITH 
TICKET DISPENSERS 


AUDIO & LIGHT 


GOOD CONDITION! 
CALL 


302/ 35 1- 6336 


WANTED 
ARCADES, GAME ROOMS, 
MINI-AMUSEMENT CENTERS 
Aggressive, experienced arcade 
company is looking to expand opera- 
tions anywhere in U.S.A. Contact: 
GENERAL AMUSEMENT 
5400 W. Cullum, Chicago, IL 60641 
312/281-8211 
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PLAY METER CLASSIFIED ADVERTISING 


Play Meter’s classified ads are sold by inch ($30 per column inch with a 1 inch mini- 
mum). Prepayment must accompany ad. You may pay by check, money order, Visa 
or Master Card. Deadline schedules are available upon request. Send ad orders and 
prepay-ment to: Play Meter Magazine, P.O. Box 24970, New Orleans, LA 70184. For 
more information, contact Joe VonderHaar 504/488-7003. 


Write in or attach ad copy 


Phone 
Total Enclosed 
Expiration Date: 


No. of issues 


—~ 
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NOVEMBER 
SPECIALS 


_ CONVERSION KITS _ 


Rush ’N Attack...... *Cat* 
Shanghai Kid........ *Call* 
Mat Manid: 4..:.... Call 
Ten yard Fight ’85 ...$ 399 
Power Play.«.......: Call 
Wnisystem . <..-..... Call 
Great Swordsman ... 499 
Video Trivia....2..-. ; 549 
Cloak & Dagger..... 99 
Lizard Wizard....... 49 


*Buy a RUSH ’N ATTACK or 
SHANGHAI KIT and receive a 
CLOAK & DAGGER kit FREE.* 


VIDEO GAMES 


Paperboy .......:... $2,295 
Marble Madness 1,695 
Puncn-Outl! ........ 1,495 
Hogan’s Alley....... 1,395. 
Excitebike .........., 1,295 
KICKEl 2.4210 i, 995 
Two ligGrs......-... Fe je. 
Track & Fieids....... 695 
Crystal Castle ....... 595 
Milligede ....21...... 495 
Ms. Pac-Man........ 313 
Gentipede .......... 295 


QUANTITIES LIMITED 


The Game 
Exchange 


P.O. BOX 09598 
1289 ALUM CREEK DRIVE (ou: only office) 
COLUMBUS, OHIO 43209 
(614) 258-2933 
CALL TOLL-FREE 
IN OHIO 
1-800-848-1514 
OUTSIDE OHIO 


1-800-848-0110 
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GUEST COMMENTARY: 


What this industry needs is 


a good national association 


By Herb Beitel 


The coin-op amusement industry needs an 
effective national association. An $11 billion 
industry without strong, unified leadership to 
promote and protect it is courting trouble. The 
national associations representing us today are in 
disarray. 

AMOA (Amusement and Music Operators of 
America) recently closed its office and transferred 
administration of its affairs to a professional asso- 
ciation-management firm that also handles more 
than 100 other associations in various fields. This 
was done under pressure from declining member- 
ship and staggering legal and lobbying bills 
generated in producing the recent secret jukebox 
royalty agreement. AMOA is using the association- 
management professionals on an “as needed” 
basis. This is a startling development for AMOA, 
which annually operates as trustee of nearly $1 
million in industry funds. 

AAMA (American Amusement Manufacturers 
Association) has reduced its staff substantially and 
cut back heavily on activities. This means a reduced 
presence for two sectors of the industry since 
AVMDA (Amusement Vending Machine Distributors 
Association) merged with AGMA (Amusement 
Games Manufacturers Association) to form AAMA 
last year. The merger came about because of 
AVMDA’'s economic problems and in recognition 
that a substantial number of distributors had been 
acquired by some manufacturers, notably Bally and 
Rowe. : 

NCMI (National Coin Machine Institute), origi- 
nally formed by a group of large regional and 
national operators, has switched its emphasis from 
legislative and regulatory representation to the 
development of special programs with manufac- 
turers to increase operator revenues and markets 
for manufacturers. 

The bottom line is that very little effort or money 
is being invested in governmental activities affect- 
ing our industry or in long-range programs to 
benefit the industry. Little is being done to provide 
forums in which all of the industry can discuss 
needs and develop effective programs. 

Money is at the heart of all these disturbing 
developments. Without support through member- 
ship dues and activities and through convention 
participation (which was down for all three shows 
last year), association activities and programs must 
shrink or disappear. Three conventions again are 
being scheduled for 1986, further diluting the effec- 
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tiveness of those funds in supporting industry pro- 
grams. 

Our industry has a long history of indifference 
to associations. When confronted sporadically with 
threats to its continued existence, the industry 
pours money and effort into associations. Witness 
the response to the disastrous legislative attacks 
and negative publicity spawned by the video-game 
explosion. But, when the emergencies seem under 
control, support evaporates. There are exceptions 
to this pattern in a small number of state and local 
associations that manage to survive through these 
roller coaster periods. 

This cycle has happened before. Recall the 
furor that surrounded the birth of pinball games, of 
jukeboxes, of cigarette machines, and from the 
various attempts to skirt anti-gambling laws. It’s 
frustrating that our industry doesn’t seem to learn 
from these experiences. It has been said, “Those 
who will not learn from history are doomed to repeat 
it.” With today’s accelerated technological develop- 
ment, the next fad, the next revolutionary game idea 
will be here sooner than the industry realizes. Again 
we will not be ready. And again we won't be able to 
mobilize fast enough to prevent a lot of damage. 

Look at how long it is taking us to get rid of anti- 
pinball legislation (for example, 40 years for New 
York City’s ban). There’s still hazardous legislative 
and regulatory debris from the video game explo- 
sion cluttering the operating landscape. We will bea 
long time getting rid of that obstacle course. 

Even in troubled times when money and effort . 
are flowing to associations, we are our own worst 
enemies because of lack of coordinated leadership 
and common objectives. During the video game 
crisis, all of our national associations competed to 
be the representative group for the industry, each 
with its own strengths and weaknesses. We must 
recognize that the immediate objectives of manu- 
facturers, distributors, operators, and suppliers are 
different, often conflicting. It is only when these 
groups are coordinated for the over-all benefit of the 
industry can they effectively and efficiently work 
together. Partly because of competition, there was 
no coordinated attack on industry problems. 
Responses were spotty and inefficient. So, the 
wheel was constantly reinvented and a lot of indus- 
try resources were wasted. 

In the recent video game-crisis, AMOA adopted 
a curiously detached attitude that they justified by 
explaining that states must take care of their own 
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problems and a national association should not 
dictate what state and local groups should do. 
AMOA’s responses were made even more glacial by 
being filtered through acumbersome and expensive 
law firm. During the video crisis AGMA and NCMI 
had full-time legislative professionals who actively 
worked with the field as time and funds permitted. 
AMOA, however, has never had a full time legislative 
Staff. 

By legislative and judicial precedent, govern- 
mental jurisdiction over our industry’s operations 
has been assigned to state and local governments 
through police powers and specific taxing 
authority. Obviously, certain topics are federal by 
nature, such as import/export laws, copyrights, 
patents, and federal tax laws. The overwhelming 
majority of governmental problems, however, is at 
the state and local level. Here operators, and to 
some extent distributors, are the infantry that pro- 
vides essential political strengths. 

Without some form of national coordination 
providing guidance, counsel, and experience in 
other areas, local groups must start from ground 
zero. They will needlessly dissipate their resources 
reinventing the wheel. They may make seemingly 
_harmless, expedient compromises that can produce 
disastrous results in other areas and in their own 
future. Strong state and local associations with 
active national coordination are essential for the 
welfare of our industry. 

AAMA does not have the operator base neces- 
sary to provide national leadership for state and 
local associations. NCMI, with an operator base, to 
date has not had the funding necessary to provide 
the ongoing leadership. AMOA, with the necessary 
Operator base and funds, has provided nominal 
support for state and local associations. The current 
AMOA president is paraded annually through state 
association meetings giving AMOA commercials. 
Special seminars at the AMOA convention, 
reference materials, publications, and sporadic 
financial help for ad hoc projects (such as AMOA’s 
Support of Illinois’s fight against video lotteries) 
comprise the balance of AMOA’s active support and 
promotion of state and local associations. 

AMOA has, in fact, looked to state associations 
for financial support for expenses for some presi- 
dential visits and pressure for advertisements in its 
Location magazine. 

Federal regulations and laws most often affect 
manufacturers, and AAMA does maintain a Wash- 
ington presence. With its recent move, AMOA 
acquired a Washington staff to handle operators’ 
needs there. This service will be of limited use, 
however, because the secret jukebox-royalty 
agreement provided for raises in royalty fees for the 
next few years and bars AMOA from undertaking 
any counter legislative or court activity. 

The current disarray among national associa- 
tions is ominous Considering our industry history. 
Much of the adverse legislative pressure spawned 
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by video games has disappeared. Although we are 
still licking our economic wounds from that 
experience, we should now be working together to 
build our political and public-relations resources 
and to plan and implement long-range plans and 
projects to strengthen the industry. What happened 
to the industry is that our basic revenues increased 
by nearly $5 billion annually. Because of the video 
boom, we almost doubled the size of our industry. 
What collapsed were overextensions based on our 
expectations. 

| believe a vertical national association com- 
bining financial and human resources, experience, 
strengths, and political muscle of all sections of the 
industry is needed and would be natural right now. 
This idea is not new or original. NAMA (National 
Automatic Merchandising Association) is a vertical 
association for the merchandising industry. NAMA 
has been vital to the strength and profitability of that 
industry, providing a consistent voice and unified 
leadership to its members, who in return have 
loyally supported it. 

NCMI proposed the development of a vertical 
association to AGMA. AGMA, now AAMA, turned it 
down because of alleged legal (anti-trust) pro- 
blems. Considering NAMA’s 40-plus years of exis- 
tence, without anti-trust problems, this doesn’t 
seem to be a fatal obstacle. 

NCMI also proposed a merger with AMOA. Two 
years of top-level negotiations between the two 
Organizations, seeking to do what was best for the 
industry, ended abruptly last fall when the AMOA 
board determined that only the dissolution of NCMI 
and the transfer of NCMI members to AMOA was in 
the best interest of the industry. 

In light of the changed circumstances for all of 
the involved associations, now seems the ideal time 
to lay aside animosity, pride, and competition and 
combine to do what is best for the industry now and 
in the future. No single segment can afford the 
conceit or the arrogance that it can do it all by itself. 

An $11 billion industry needs and deserves an 
association that provides a forum for street opera- 
tors, arcade operators, national operators, cigarette 
Operators, manufacturers, distributors, and sup- 
pliers to determine industry objectives and pro- 
grams and work to implement and achieve them. 
None of the national organizations currently is 
doing that or plans to do that. 

All segments of the industry working together 
can accomplish far more than all of us working 
separately can possibly do. If operators, distribu- 
tors, manufacturers, and suppliers work for and 
insist upon a more effective approach to our future, 
we will have it. e 


[Editor’s note: Herb Beitel was executive director of 
the National Coin Machine Institute (NCMI) for two 
years before leaving to take an editorial position 
with a vending-industry trade journal. | 
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... LHE VIDEO GAME’ 


nother high earning fun game for the 

STATUS SYSTEM™. HANGMAN features col- 
orful, entertaining graphics that will appeal to all 
types of locations and players. Use your skill or 
just test your luck on the magic wheel. Many dif- 
ferent strategy options and operator adjustable 
options (including an advertising feature) help 
make HANGMAN another top earning video game 
from STATUS. 


| | ; 
H ANGMAN is available as a low priced, 

_ quick-change update for the STATUS | 
SYSTEM as well as a universal kit for any horizon- 
tal, vertical or cocktail game on the street. All uni- 
versal kits include buttons, complete colorful 
graphics, PC boards and much more. As always, 
HANGMAN can also be purchased in our own 
durable, metal countertop as well as a dedicated 
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~&) TATUS has done it before.... 
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~ join the STATUS SYSTEM™ and 
enjoy another top earning, indus- 
try first... .HANGMAN.... 
THE VIDEO GAME™. 
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